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The Butterick Trio 
Comprising 
The Delineator 
15¢.—$l year 
The Designer 
10c.—50c. year 
New Idea Woman’s 
Magazine 
5c.—50c. year 


Reaching .. 1,600,000 
Homes 


About 10,000,000 
Prosperous Readers 





—Women who do their buy- 
ing in Retail Stores and 
who buy for their Homes, 
their Families, Children, 
Husband and for them- 
selves.......‘The Cream of 
Good Customers in Amer- 
ica”’......A group of con- 
sumers whose _ patronage 
alone is enough to assure 
the success of any go 
article. Your advertisement 
printed —1,600,0c0 times 
in one issue of the 
Butterick Trio reaches 
more readers, and costs yop 
far less, than you could 
print for yourself and dis- 
tribute to readers of equal 
responsiveness and ey 
power, Trio Rate: $7,12 
per agate line, An inch ad 
one time ($100) costs you 
1-1000 of 1c. per reader. 
A Page ad one time($2550) 
costs you about 1-40 of Ic. 
per reader. 


W. H. BLACK 


Mgr. of Advertising 
Home Office, Butterick Bidg. 
New York 


F, H. RAtsTEn 
Western Adv. Mgr. 
First National Bank Bldg. 
hicago 








THE BUTTERICK TRIO. 
THE OLLINEATOR = THE OLSIGNER - NEW IDLA WOMAN'S MAGAZINE 
SCUTTERICK BUILOING, NEW YORAM 


WH. Black, Manager of Advertising a 


_We receive letters from prospective advertisers 
asking for detailed information as to the actual amount 
of duplication carried by the members of the Butterick 

rio. 


Here are cold figures for these advertisers who 
believe in concentration of mediums and widespread 
distribution as achieved only by practically non-dupli- 
cating circulation methods, but who want facts. 

In a certain city the Butterick Trio has 6,670 sub- 
scribers— 








Delineator...... +0000 cceeeeg,000 
POINT 2 ¥.co6 es cc vadesacione 040000%,300 
New Idea Woman’s Magazine......1,170 

6,670 


Out of this clientele there are but— 
go who subscribe both for Delineator and Designer— 
14 —- both for the Delineator and the New 
ea— 
12 who subscribe for Designer and New Idea, 
and only 3 who take all three magazines. 


The city selected for this test was taken at random 
and fairly represents circulation conditions of the 
Butterick Trio all over the United States. We have 
proved this by checking upa number of other cities 
and towns, all of which maintain approximately the 
average here cited. 


‘These three publications are all operated under 
one roof, with one gigantic printing plant, one circula- 
tion department, one business department and one ad- 
vertising department—a combination that makes 
economy of production most pronounced—and only 
for this reason is the Butterick rate as low as it is> 
$7.12 a line for a circulation of 1,600,000. 

Advertisers who appreciate quantity, quality and 
non-duplication of circulation—advertisers who ap- 
preciate thorough, widespread advertising that com- 
— national consumer-demand —use the Butterick 

rio. 

If sté¢27 you don’t believe, key your advertisement, 
get your results, and then talk to me. 


“ume 


Bansger of Advertising 








1,600,000 FAMILIES ........10,000,000 PROSPEROUS READERS 
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DESIGNER 


BUTTERICK TRIO 
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NEW IDEA WOMAN'S MAGAZINE 
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Mathews Leads All 
the Rest. 


JULIUS MATHEWS 


CHICAGO . BOSTON NEW YORK 
1613 MARQUETTE Btpc. 2 BEACON STREET 3076 METROPOLITAN LIFE BLDc. 
*Phone 1031 Heymarket e 


Special Representative 


New Haven, Ct., Register 


MAINE NEWSPAPERS: 


AvuGusTtA JouRNAL Bancor CoMMERCIAL Batu Times 
PorTLAND EXPRESS Lewiston SUN RockLanp STAR 
BrppEForRD JOURNAL 


NEW HASISPHIRE NEWSPAPERS: 
MANCHESTER UNION Dover Democrat 


VERMONT NEWSPAPERS: 


MONTPELIER ARGUS Barre TIMEs BENNINGTON BANNER 
St. ALBANS MESSENGER RuTLAND HERALD BurLinGcTon FReE Press 


MASSACHUSETTS NEWSPAPERS: 
Worcester GAZETTE NORTHAMPTON GAZETTE 


SPRINGFIELD NEws Horyoke TRANSCRIPT 
NEwsuryPport NEWS AND HERALD 


Boston, Mass., July 8, 1907. 
PRINTERS’ INK PuBLisHING Co., 
New York, N. Y.: 


Gentlemen— 





Enclosed is check for two-line advertisement of 
Bennington, Vt., Banner, one year in Roll of Honor. 

I represent either the only daily or the best and 
largest daily in every city in Vermont in which dailies 





are published—and all of them are now represented in 
your Roll of Honor. 

Can any other Special Agent point to a State list 
comprised of the best paper of largest circulation in 
each city and all represented in the Roll of Honor? 


Very truly yours, 


Juxius Maruews. 
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AGENCY. 


WHEN THE SHERWIN-WILLIAMS 
COMPANY MADE A _ MAGAZINE 
APPROPRIATION RECENTLY, IT 
PLACED THE ACCOUNT IN COMPE- 
TITION—HOW THE AGENCIES 
WERE INVESTIGATED, 


SELECTING AN 








When a business house appro- 
priates money to be spent in ad- 
vertising, it obviously needs a 
general advertising agency’s ser- 
vice in planning, and _ spending, 
and following up results, 

How should such a house go 
about selecting an agency? 

As the thing usually works out 
in actuality, the house seldom 
selects. It is just the other way. 
The advertising agent selects the 
advertiser. Ninety-nine times in 
a hundred, the whole chain of 
events starts with the agency, 
which appears first and persuades 
the advertiser to make the appro- 


priation. 
But suppose an_ exceptionally 
strong, wise, cautious business 


house saw fit to make its appro- 
priation without pressure from 
without, and that it then deter- 
mined to look over the whole 
agency field for the purpose of 
finding the agency that could 
give the best service. What 
would be the course to follow in 
such circumstances? 

This is precisely what one of 
the largest manufacturing con- 
cerns in the United States did 
not long ago. After making an 
advertising appropriation on _ its 
own initiative, it went out into 
the agency field and found an 
agency by a process of inquiry 
and elimination, just as it would 
have gone out to buy any other 
service, or even raw materials. 


The Sherwin-Williams Com- 


NEW YORK, JuLy 17, 1907. 


No. 3 


pany, conceded to be the largest 
paint and varnish manufacturing 
concern in the world, has twenty- 
seven factories, grouped in five 
large plants, and makes and sells 
its products all over the world. 
Advertising is nothing new to 


this house. For fully twenty 
years the Sherwin-Williams 
products have been actively 


pushed through the trade. The 
company has an advertising de- 
partment employing 185 persons, 
in charge of an advertising 
manager. It has three publica- 
tions of its own—one for em- 
ployees, one going to dealers, and 
the third mailed regularly to 
architects. Literature and sample 
cards are prepared in enormous 
quantities, and distributed by a 
system that, with years, has come 
to be very exact and economi- 
cal. The outdoor bulletins of 
this house are familiar, and in 
reaching the general public it has 
employed many mediums. 

But until the present year the 
Sherwin-Williams Company has 
done almost no general advertis- 
ing in periodicals. 

In the conduct of its advertis- 
ing department the company 
makes a_ stated appropriation 
based on a percentage of the 
estimated sales of goods for the 
forthcoming year. During the 
past few years this appropriation 
has left a surplus. When the 
directors looked about for a new 
form of promotion work to util- 
ize this surplus they decided on 
magazine advertising as the next 
logical step. Then the aid of a 
general agency was needed, and 
the company made its selection 


in a novel manner, said to be 

characteristic of its methods and 

practicality in all departments. 
First a letter was written to all 
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the leading advertising agencies 
in the United States, asking 
whether, in their opinion, the 
great paint house could profitably 
advertise in magazines. The uni- 
versal reply, of course, was 
“Yes.” But there were different 
ways of saying it, and the direc- 
tors carefully considered these 
opinions before approving the 
new policy. 

Then, when magazii. advertis- 
ing had been settled upon, the 
directors decided that every ad- 
vertising agency in the country, 
large and small, should have a 
chance to compete for this ac- 
count, and that it should be 
awarded to the one who could 
make the best showing. The fol- 
lowing terms were laid down: 

That the advertising agent who 
wished to compete for the ac- 
count should answer a list of 
twelve questions prepared by the 
Sherwin-Williams advertising 
committee and advertising de- 
partment;. That he should fur- 
nish a complete list of his clients; 
That he should prepare an out- 
line plan showing how he thought 
the new appropriation ought to 
be spent. 

Some agencies refused to com- 
pete at all. But those who did 
were asked to forward their lists 
of clients, and then, to each client 
of each agency the paint house 
wrote this letter: 


CLEVELAND, O., Dec. 18, 1906. 
GENTLEMEN—We have been talking 
OUR Ee oncsanay as to their ability 


to handle our advertising accounts. 
We are under the impression that they 
are now handling your advertising, 
and we are taking the liberty of ask- 
ing you to give us some information 
on the above point. 

First, have they always turned out 
satisfactory copy for you? Do they 
make a careful study of your proposi- 
tion so as to put themselves in a posi- 
tion to write effective copies? 

Second, do they give you good art 
work? 

Third, does your account have the 
personal attention and interest of the 
principal of this agency? 

Fourth, are you willing to recom- 
mend the services of this agency, bas- 
ing your recommendation on your own 
experience with them? 

Fifth, have they been able to help 
you in connection with your inside 
organization so as to put you in the 
best position to do good _ follow-up 
work and take advantage of your ad- 
vertising in every way? 2 

Sixth, are they handling magazine, 


newspaper and billposting in your be- 
half? 


Seventh, can you favor us with any 
samples of ‘their work? : 
This may look like a rather formi!- 
able set of questions, but we are 
very anxious to place our business in 
the right hands. Of course, any in- 
formation which you may give us will 
be held strictly confidential by us. 
Thanking you for any trouble in 
our behalf, we are Yours truly, 
THE SHERWIN-WILLIAMS Co., 
(Signed) L. R. Greene, 
Mgr. Dept. of Publicity. 





The account ultimately went to 
Calkins & Holden, of New York. 
_A full list of the twelve ques- 
tions, together with Calkins & 
Holden’s replies, is submitted be- 
low. These are suggestive not 
only as a statement of what one 
agency believes constitutes good 
service, but as a guide to the 
points that an advertiser ought 
to consider in selecting agency 
service, and how he might go 
about it in similar circumstances: 
I—-How long has your agency been 
established? 

Five years, 

II—What is the total of the accounts 
at present handled by your agency? 
Twenty-one. While this represents 
the total number, it should be explain- 
ed that a number of these accounts 
are small and inconspicuous, but you 
will get a general idea of what they 
are from our answer to your question 


No. 3. 

IlI—Name some of your accounts. 
Here is our complete list: The 
George N. Pierce Company, Automo- 
biles and Bicycles; The Beech-Nut 
Packing Company, Bacon, Beef and 
Conserves; Pearl Knitting Milks, Chil- 
dren’s Knit Waists; Nestor Gianaolis 
Company, _ Cigarettes; Chatland & 
Lenhart, Crackers; Edison Manufac- 
turing Company, Electric Batteries; 
The Welch Grape -Juice Company, 


Grape Juice; Consolidated Rubber Tire 
Company, Vehicle Tires; The Yale & 
Towne Manufacturing Company, Locks 
and Builders’ Hardware; P. Duff & 
Sons, Molasses; Bates Manufacturing 
Company, Numbering Machines; The 
Regina Company, Player Pianos and 
Music Boxes; National Phonograph 
Company, Phonographs; N. G. 
Taylor Company, Roofing Tin; The 
J. B. Williams Company, Shaving and 
Toilet Soap; Home Silk Mills, Silk; 
Hanan & Son, Shoes; The Smith 
Premier Typewriter Company, Type- 
writers; Eaton-Hurlbut Paper Com- 
pany, Writing Papers, The Sherwin- 
Williams Company, Paints and  Var- 
nishes; Mittineague Paper Company, 
Cover Stock, Bond Papers and Artists 
Papers. We have from time to time 
small transitory accounts for the prep- 
aration of catalogues, booklets, mai! 
series, follow-up matter, form letters 
and other printed things which are not 

(Continued on page 6}. 
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Put yourself in her place. 

Forget that you are a prosperous ad- 
vertiser with three automobiles, more 
table-d’hote dinners than you can pos- 
sibly digest, and a library table which is 
smothered with magazines toward the 
end of each month. 

Imagine instead that you are a typical 
American housewife, with most of the’ 
comforts and a few luxuries. Now the 
case is different. Tue Lapies’ Home 
Journat is not now, to you, merely an- 
other magazine. Paper-and-ink-wise, its 
coming is the most important event of 
the month. It is your ‘‘guide, philoso- 
pher ana friend.” 

From it you fashion your garments, 
cook your meals and, to an extent, do 
your purchasing. 

From your new point of view, do you 
wonder that Tue Lapies’ Home Journat is 
the greatest advertising medium in the 
world ? 


THE CurRTIs PUBLISHING COMPANY 
PHILADELPHIA 


New YorK Boston CHICAGO BuFFALO 
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given in the above list. As far as 
possible, however, we are trying to 
eliminate such work, except where it 
is done for customers whose magazine, 
newspaper and_ street-car advertising 
we also prepare on the theory that 
“it is better for us and therefore bet- 
ter for our clients, that we do many 
things for a few clients than a few 
things for many clients.” 

IV—What facilities are at your 
command for turning out good copy? 

The good “team work” of a very 
small staff. Understanding “copy” as 
that combination of text with design 
which produces a complete adyvertise- 
ment, we wish to say that all copy is 
prepared only after the plan of the 
campaign and the policy or “tone” of 
the advertising has been fully dis- 
cussed before the small staff which 
constitutes the “brains” of our office. 
This does not mean that the actual de- 
sign used in an advertisement would 
be drawn by either Mr. Calkins or 
Mr. Holden. It does mean that 
Mr. Hall, who is in charge of the 
Art Department, would be present at 
the meetings where every detail of the 
proposed advertising had been dis- 
cussed. (For the handling of art 
work see answer to No. 5.) Likewise 
Mr. Sherbow, the typographer, would 
have been present because the typo- 
graphical form of the advertising has 
much to do with its effectiveness, Mr. 
Clayberger would be present because 
a discussion of the list, the respective 
values of publications, and the posi- 
tions to be requested are important in 


the “placing” of the advertising. These 
meetings are held daily and the vital 
points of each customer’s advertising 


are discussed, not only at first but 
during all the time that we handle the 
advertising. The three objects to be 
obtained in reparing an_ advertise- 
ment are: 1—The quality of attracting 
attention. 2—Display of the name or 
icture of the article advertised. = 
ext intended to sell the goods. he 
actual writing of the copy, as well as 
the final form of the plan, the de- 
cision as to style, policy and character 
of the advertising, is decided by Mr. 
Calkins and Mr. Holden, with the 
advice and assistance of Mr. W. C. 
Calkins. No plan, copy or design 
leaves the office until it has been 
passed by either Mr. Calkins or Mr. 
Holden, and as far as possible by both. 
V—What facilities are at your com- 
mand for turning out good art work? 
A small but well-organized art de- 
partment, designedly not large enough 
for all of the work we require. Good 
art work as a part of good magazine 
advertising and of all good advertis- 
ing, has been explained in the answer 
to the previous question. The ideas 
of the designs are not due entirely to 
Mr. Hall’s suggestion but to the sug- 
gestions of the entire staff. In the 
working out of them Mr. Hall has the 
advantage of an immediate staff of 
artists, all selected for special work— 
the sort of work that is best done in 
our own studio and under the super- 
vision of our own art manager. We 
keep in close connection, through Mr. 
Hall, with numerous art studios locat- 
ed in and about New York and also 


in other cities. These studios are 
managed by men trained in commei- 
cial designing, but the work they do 
for us must conform to our standards 
and pass not only Mr. Hall, but the 
entire staff. They must be not only 
good designs, but also good advertis. 
ing. We are not, however, confined to 
commercial art. We keep in touch 
with all the leading artists of the Uni- 
ted States, and can secure work of thx 
sort that is used for magazine and 
book illustrating, or color work of th 
kina that is shown at art exhibitions, 
if desired. We have, through the 
arrangement and management of our 
Art Department, an auxiliary art de- 
partment consisting of every good 
artist in the world whose work is pur- 
chasable, provided it is wanted and 
the price for it is available. In this 
case what we supply is not the work 
of the artist, but the intelligence which 
decides whether that work is fitted for 
advertising the particular article in 
question. 

VI—On what basis will you handle 
our account? What will be your 
charge to us? 

Practically, we would charge fifteen 
per cent on the net cost of the space 
to us where the appropriation does 
not exceed one hundred thousand 
dollars a year; otherwise, ten per 
cent. It must be noted, however, 
that certain publications compel ad- 
vertising agents to sign a contract by 
which they bind themselves to bill 
their clients at card rates, the com- 
mission, of course, being included in 
the card rate, and the commission in 
all such cases is from, ten to fifteen 
per cent. We should add that on 
“contract” publications which allow 
agents more than ten per cent, we 
must absorb the full commission _ir- 
respective of the amount of _ the 
client’s appropriation. These, how- 
ever, are few in number and do not 
exceed fifteen per cent—some are 
thirteen per cent. When we present 
an estimate it is always in two 
columns—one column headed “Net” 
and the other “Gross.” The amounts 
in the gross column represent the pub- 
lications with which we are bound by 
the contract mentioned above. To 
the total of this gross column no 
commission is added, because it has 
been included. In the net column we 
figure the actual net cost to us and 
to the total of the net column we 
add ten or fifteen per cent, as the case 
may be. This commission compen- 
sates us for everything in the way of 
advice, counsel, the study of the sub- 
ject, the planning of the campaign 
and the actual writing of copy, to- 
gether with ideas and suggestions for de- 
signs. All other expenditures, such as the 
designs themselves, engraving, electro- 
typing, typesetting and printing used 
in the magazine advertising, are 
charged the customers according to 
the cost to us. All collateral matter, 
such as booklets, follow-up matter and 
the like are extra. The prices for 
such work, however, are agreed upon 
in advance, and all such work is done 
subject to the previous approval of 
the advertiser. We also insist that 
all customers shall take advantage of 


(Continued on page 8). 
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How the Pierce Weeklies 
Prove Their Circulation 


Methods which place 
Agricultural Advertis- 
ing on the High Plane 
of Absolute Certainty. 














The PIERCE WEEKLIES 
(The lowa Homestead, Des 
Moines, Iowa, with 100,000 circulation; 
The Farmer and Stockman, 
Kansas City, Mo., with 56,000 circula- 
tion, and The Wisconsin Farmer, 
Madison, Wis., with 34,000 circulation) 
have introduced the following methods of proving their circulation— 
methods which, it is believed, will place agricultural advertising on a 
basis of absolute certainty as to circulation, a basis as business-like 








as that of banking: 


1, The PIERCE WEEKLIES make their sworn statements of circulation 
a part of their advertising contracts, enforceable in the courts, 

2. The PIERCE WEEKLIES prove their circulation by post-office 
receipts, which show that their ublished claims include no sample copies whatever; 
that in the few cases where sample copies are sent out, they are additional to the regu- 
lar sworn, bona-fide circulation. (N. B.—The postal regulations now require sample 
copies to be weighed separately—a requirement enabling the advertiser who demands 
proofs to know to what extent papers pad their circulation with sample copies.) 

3. The PIERCE WEEKLIES furnish to advertisers, on application, 
detailed statements of the distribution of their circulation by States. 

4, The PIERCE WEEK LIES stand ready to permit advertisers at any 
and all times to count the names on their mailing lists, and thus verify their sworn state- 
ments of circulation and their reports of distribution by States. 

_ 5. The PIERCE WEEKLIES cheerfully submit to advertisers at any 
time their bills for white paper, verifying their other statements and furnishing an addi- 
tion check (besides the post-office receipts) upon the circulation proofs. 

6. The PIERCE WEEKLIES publish, from time to time, maps showing 
the geographical distribution of their circulation—one map showing the field of each 
paper and another giving their combined circulation by States. 

7. The PIERCE WEEKLIES are ready at all times to submit their 
subscription books, original subscription orders and all other circulation data to any 
advertiser or advertising agency for examination. 


The PIERCE WEEKLIES believe that these methods 
should be applied by the agricultural advertiser in Iowa and all along 
the line, Advertising is expensive. He who sells should be willing to 
measure his deliveries—he who buys should insist upon knowing what 


he is getting. 


THE PIERCE PUBLICATIONS, 


Central Office: Homestead Bldg., 
DES MOINES, IOWA. 
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the five per cent discount allowed by 
magazines to insure prompt payment 
of bills for magazine space. 

VII—If we should give you our 
account, what steps would you _ take 
to familiarize yourself with our pro- 
position ? 

We study not only your goods but 
also your selling problem. We shoul 
visit the factory for the inspiration 
it would give us and the advantage we 
would gain by talking with the prin- 
cipals of your company, and, if possi- 
ble, the heads of departments, We 
have always found it more advan- 
tageous to see personally the plant in 
which the goods are manufactured 
than to depend entirely upon printed 
matter describing them, however good. 
Following our visit to the factory, 
we begin our study of the subject, 
and this would result in the presenta- 
tion of a carefully elaborated plan of 
work with suggestions for copy, de- 
signs, etc. ‘This first study would be 
supplemented for as long a time as 
we did your advertising by constant 
effort on the part of every one of our 
staff to ascertain conditions under 
which your goods are used, to draw 
upon our personal experience and the 
personal experiences of our friends, 
to find out the attitude toward your 
goods on the part of the consumer 
and the retail store, and in every 
way to get the point of view of the 
consumer as a guide in preparing the 
advertising. In other words, we live 
with each one of our advertising ac- 
counts. As we go about the world 
we constantly study the effect of our 
advertising upon the public, the effect 
of the goods we advertise upon the 
public, the opinions of various people 
about the advertising and about the 
goods, so that we can see whether the 
advertising accomplishes what we in- 
tended it shall accomplish. 

VIII--What is the form of contract 
which you would put up to us? 

None. We have no contract with 
any client and would never ask for 
one. We would much rather keep the 
wuole matter on a professional basis, 
depending for the continuance of re- 
lations upon the satisfaction given by 
the work and would, under no cir- 
cumstances, want to hold a client who 
was dissatisfied. 

IX—(a). Would our accounts have 
the personal attention and interest of 
the principals of your agency? 

(b). To what extent would they 
handle the actual writing and design- 
ing? 

fa). Yes. (b). Entirely. This ques- 
tion has been rather fully answered 
in our answers to your questions Num- 
bers 4 and 5. We wish to emphasize, 
however, that the actual planning of 
your campaign and the writing of the 
copy necessary to it would always be 
handled by the principals—never dele- 
gated to a subordinate. As to design- 
ing, the idea would be either originated 
or approved by the principals and the 
final drawings passed upon by them. 
X—Why do you think an agency of 
your size is best able to give us good 
service? 

This question is probably prompted 
by the claims which, in the past, have 
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very frequently been made by large 
advertising agencies to the effect that 
they handle so much business and are 
so important to the publications that 
they are always able to secure special 
privileges to dominate positions ani to 
have favors granted which a _ siall 
agency would never hope to recviye, 
Arguments of this kind belong to a 
period in advertising long since passed, 
although we occasionally hear oi a 
repetition of them even now. Our 
five years’ experience in handling just 
such problems has demonstrated to at 
least our own satisfaction that no mat. 
ter how true this condition might have 
been fifteen years ago, it does not 
even bear a relation to the truth to- 
day. In fact, one of the things that 
has pleased us most in our relations 
with the magazines is the spirit in 
which the publishers have met us, and 
we are quite sure that there are no 
privileges given by publishers of which 
we do not at least get our share and 
we suspect very often a little more 
for good measure. It may be well to 
state here that we never accept the ac- 
count of a competitor of one of our 
clients. 

XI—(a). Are you in position 
advise us in connection with our 
letin boards and _ billposters? 

(b). Is there anyone on your staff 
who has had experience along these 
lines? 

(c). What accounts of this kind 
have you handled? 

(a). No. (b). No. (c). None. We 
have never had much to do with the 
actual placing of orders for billboard 
and painted sign work, although from 
time to time we have prepared sketches 
and designs for this purpose. Most 
agencies, we believe,.find it more ex- 
pedient to deal directly with the vari- 
ous firms combining these privileges 
rather than attempt to make it an 
arm of their own business. We believe 
if you went into this work very much 
we could be of material assistance to 
you in planning and designing posters, 
but our actual knowledge of the 
handling of such work is limited. 

XII—Will you’ kindly send us 
samples of some of the advertising 
copies you have used for your clients? 
We would like to see not only samples 
of magazine copy, but also booklets, 
catalogues, follow-up-matter, etc. 

A large collection of this has been 
sent you. 


The Sherwin-Williams investi- 
gation is said to, have been more 
thorough than any previously 
made along this line, and was 
unique in that it took into con- 
sideration the agents’ own clients 
and their opinions. 

——_+-—___—_—- 

You plan for the future in financial 
matters; take the same precautions con- 
cerning our physical welfare. What is 
a million dollars compared to health? 

La SS 

Queer type displays like lady barbers, 

are not better because of their unique- 


to 
bul- 





ness.—Rusty Mike’s Diary. 
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THE 


NEW YORK WORLD’ 


Growth in Circulation 





were printed and circulated in the first six months of 1907. 
16 653 002 MORE copies Net sold than in the 
a * first six months of 1906, or 
MORE copies a day Net sold (Sundays 
9 included) than in the first six months 


of 1906. 





All Unsold, Free and Exchange Copies Deducted, 





The World’s White Paper Consumption 


44,473,035 Pounds 


of white paper were consumed in the first six months of 1907 ; 


? 9 pounds MORE than in the same months 
6 9 3 98, of 1906. 


The undersigned duly certify that the above figures of circulation 


growth and paper consumption are correct. 
DON C. SEITZ, Business Manager. 


J. ANGUS SHAW, Treasurer. 
Sworn to before me this 2gth day of June, 1907, G.C. FIEGEL, Notary Public. 








PRESS PUBLISHING COMPANY, NEW YORK WORLD. 

Gentlemen: We beg to advise you that your paper consumption for the past six 
months of 1907 amounted to 44,473,035 pounds, an increase of 6,398,292 pounds over the 
same months of last year, We congratulate you upon this unprecedented increase. 

Yours truly, GREAT NORTHERN PAPER COMPANY. 
New York, June 29, 1907. J. SANFORD Barnes, Treasurer, 





CERTIFICATION. 


THE PRESS PUBLISHING COMPANY, NEW YORK WORLD. 

Gentlemen: We have examined the circulation and white paper accounts of the 
World for the first six months of 1906 and 1907, and also the records of the Great 
Northern Paper Company for the same periods, and beg to report that we find the World 
has printed and circulated 138,445,215 copies from January 1, 1907, to date, while the 
net sales of the Daily, Evening and | Pw: editions, all free copies, returns and ex- 
changes deducted, show an increase of 16,653,002 over the same six months of 1906, or 


a net gain of 92,005 copies per day (including Sundays), and thatthe "gad consumption 
pounds more than in the same months of 


amounted to 44,473,035 pounds, or 6,398,292 
1906. . BARROW, WADE, GUTHRIE & CO., 
New York, June 29, 1907. Chartered Accountants, 
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FOOL NAMES. 


In selecting a name for an ad- 
vertised commodity many adver- 
tisers seem to be guided entirely 
by elements of novelty or freak- 
ishness without any regard for 
how the name will “wear,” or the 
dignity of the people who are 
asked to go into stores and ask 
for the product. 

Imagine any person with self- 
respect going into a grocery or 
drug store and inquiring, “Have 
you got Nosmelle?” Yet a dis- 
infectant under this freak brand ‘ 
has been extensively advertised 
in New York street cars the past 
few months, and the manufac- 
turer evidently thinks the name 
the best thing connected with his 
product, because much of his 
publicity expenditure was devoted 
at the outset to an attempt to 
arouse interest by mystification, 
printing the name alone, on the 
“Guess what it is?” plan. 

The present writer believes 
that, needing a household disin- 
fectant, he would ask for theold 
reliable Platt’s Chlorides, and not 


risk giving the retail grocery or 
drug trade the notion that he 
kept a Chinese laundry. He be- 


lieves there are, too, a good 
many more plain human _ beings 
like himself. 

Large newspaper space was 
taken recently by another concern 
to advertise—what? Its trade 
name was made up of the ini- 
tials “K-T-C,” and the leading 
idea of the ads was to ask the 
reader if he had winked at the 
grocer. If he hadn’t, he was 
invited to do so, and see what he 
would get. This is supposed to be 
a good way of sampling. But is 
it? Consider all the fool things 
in grocery stores already, and the 
number of products advertised by 
a simple explanation of what they 
are. = the people who 


wouldn’t win 

The oat “Uneeda”  repre- 
sents what was probably the 
greatest success ever made with 
a fool name, and has been re- 
sponsible for much futile imita- 
tive foolishness. Do you imagine 
that the name “Uneeda” ever 
sold a package of crackers? The 


National Biscuit Company took a 
census once in newspaper-readitig 
New England, and found that 
about sixty per cent of the popu- 
lation did not know what the 
name stood for. Is it possible 
that sixty per cent of the people 
in New England had never tried 
this product? Hardly—perhaps 
every man, woman and child in 
the country has eaten these bis- 
cuits out of the purple package. 
What sold “Uneeda” was good 
biscuit, not the name, and under 
some “conventional brand such as 

‘National Biscuit” the commodity 
would probably have caught onas 
quickly. The enormous expendi- 
ture fot advertising, backed by 
the quality of the product, would 
have sold anything of equal 
merit. 

The fool advertising name un- 
doubtedly wastes much good ad- 
vertising money, Where one na- 
tional campaign succeeds on a 
queer phonetic combination, ten 
fail. In the meantime, commodi- 
ties with conventional names 
steadily come into wide patronage 
without any advertising at all. 

Where the fool name hurts even 
more than in national merchandis- 
ing operations, however, is when 
the small manufacturer working a 
single city or State, or the retail- 
er putting up his own commodity 
for neighborhood sale, selects a 
fool name and puts behind it 
ninety per cent of the force of his 
tiny advertising expenditure. 

The euphonious name, like 
“Sapolio,” the descriptive name, 
like “Force” or “Egg-o-see,” the 
name based on some historical 
fact, like a preparation put out 
by a New York pharmacist under 
the number of the original pre- 
scription—these are in a class 
apart from the fool name. But 
when the product is sold under a 
pun, and anyone purchasing it has 
to leave self-respect outside the 
shop where it is asked for, it may 
be counted upon that advertising 
energy is being wasted some- 
where. 


Tue bore has no more place in busi- 
ness than in society. Few people real- 
ize that they are bores. They think 
that others are as interested in their 
affairs as they themselves are. 
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A NEW ENGLAND BREWING COM- 
PANY MAKES THE FIRST EXTEN- 
SIVE ADVERTISING CAMPAIGN FOR 
HIS TRADE IN ALE — WHY 
DRAUGHT ALES CAN BE _ PROFIT- 
ABLY ADVERTISED IN NEW ENG- 
LAND—A CAMPAIGN COVERING 
FIVE STATES THROUGH NEWSPA- 
PERS AND BILLBOARDS, 





An extensive campaign for 
draught ales, being waged in New 
England this summer by the 
Frank Jones Brewing Company, 
of Portsmouth, N. H., is that 
company’s method of dealing 
with a serious substitution evil 
that has become a parasite on a 
great business. 

Ale advertising is not uncom- 
mon. But heretofore most of the 
publicity in this field has been 
confined to the household, or bot- 
tle, demand.’ The amount of ale 
sold by the glass, over bars, is so 
small in most parts of the coun- 
try that the brewing companies 
prefer to confine their promotion 
work to beer. In New England, 
however, conditions are different. 
Much of the beer sold there on 
draught is mixed with ale or 
porter, and it is said that more 
ale is drunk in the States of New 
Hampshire, Vermont, Massachu- 
setts, Rhode Island and Connec- 
ticut than in all other States com- 
bined, owing to this local prefer- 
ence. Maine is excepted because 
of its “dry” laws. 

The Frank Jones’ Brewing 
Company is advertising to inter- 
est the man with the nickel. The 
company claims to be the oldest 
concern brewing ale in this coun- 
try, as well as the largest ex- 
clusive brewers—its output is 
confined to porter, ale and stout. 
Started in 1840, the business has 
been built up to a capacity of 
over 10,000 barrels a week. The 
corporation is now capitalized at 
$7000,000, and owns the only 
malting plant in New England, 
special stress being laid on the 
elements of quality that are se- 
cured through malt made from 
select Wisconsin barley, on the 
company’s own premises, instead 
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of the use of ordinary commer- 
cial malt, as it is known. ‘Lhe 
company makes all its own bar- 
rels, and has a half million dol- 
lars tied up in them year in and 
year out. The plant at Ports- 
mouth has more than two miles 
of railroad track in its own 
yards, and a special refrigerator 
car service, and is supplemented 
by everything that is most ad- 
vanced and scientific in the mak- 
ing of these products. 

fhe Jones ale business covers 
New England like a blanket, with 
some extensions into New York 
State and New Jersey. While 
bottled goods have a large sale, 
still the important consumer is 
the man who drinks a glass of 
half-and-half at a bar. Naturally, 
as the company’s brands cost 
more where the retailer is con- 
cerned, and sell for the same 
price to the consumer, substitu- 
tion and price competition have 
crept in, despite a strong selling 
organization. The company has 
never advertised heretofore in a 
vigorous fashion. But now an 
appropriation has been made 
largely with the purpose of fight- 
ing substitution, and the cam- 
paign under way is to blanket all 
the New England States except 
Maine with large newspaper copy 
and posters. Practically every 
newspaper in five States will be 
used, while on the boards there 
will be twelve- and twenty-four- 
sheet posters. During the sum- 
mer, too, a number of novel side 
campaigns are to be undertaken, 
chiely in the way of sensation 
advertising. 

The copy in newspapers runs 
about seven inches deep and 
three columns wide, on the aver- 
age, and is addressed almost ex- 
clusively to the consumer, telling 
of the superior methods of brew- 
ing used by this concern, and 
plainly stating that increased 
profit lies behind the retailer’s 
desire to substitute something in 
place of Jones’ ales. Readers are 
told to keep an eye open for the 
red, white and blue trademark, 
which is displayed by saloons, 
cafés and hotels selling Jones’ 
ales on draught, and a_ brand 
called “Old-Fashioned Lively 
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Cream Ale” is put forward in the street,” that when the subject of 
advertising because this brew re- Jones’ ale was brought up he 
presents the original one upon would probably say: 
which the concern’s reputation “It ain't what it used to be. 
was built up, and constitutes I can remember when everything 
fully fifty per cent of the output was done by hand, in the old- 
to-day. fashioned way, and then the stuff 
Processes of brewing are to be was good. But since they started 
dealt with at some length in to puttin’ chemicals in-it it ain't 
newspaper copy, while the bill- what it used to be.” 
boards will be used to emphasize This particular fallacy was run 
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Costs Dealers More— 


5) Ns Costs You the Same 

Spy FA \- 

Ya ‘When an ale becomes so popular that dealers are 
ses a willing to pay a higher price per barre) for it, then sell it 

eek oN to you at the same price as the cheaper ales—surcly that ale 

De ° o~ co must prove so appetizing and good-—-so plainly superior— 

ica nS as that customers cannot be satisfied with any other. 

5 O° Seed 

Ont S NES 

Cages > 

o\_¢s e . e 
“- ae’ <y Old-Fashioned 

SP \ee Lively Cream Ale 


— 
ra 
a x A‘. a costs more to make than other ales, because it is made of 
-_ better barley and hops, better brewed—malted in our own 
malt-houses to perfection. 

Costs YOU no more.than inferior ales—though it's 
worth twice as much. Insist on getting 
the real Frank Jones Ale—and to be sure of 
getting it look for places displaying our RED, 
WHITE AND BLUE QUALITY MARK. 





If you prefer a brilliant ale, better than any hsif-stock, ask 
for “Frank Jones Homestead Ale.” Also when you want 
bottled best. 


ales and stout remember “Frank Jones” are 
Woonsocket Agent, J. F. DONOHOE 
12 Arnold Street Telephone 357 J 

































brand names and drive the longer down with some ‘care and pa- 
newspaper arguments home. tience, and finally traced to a 
There are two motives for this: source that was silly enough in 
one to demonstrate quality and itself, yet undoubtedly a good 
make Jones’ ales worth asking basis upon which to start such a 
for, and the other to dispel cer- popular notion. Like all pro- 
tain popular fallacies that circu- gressive manufacturing businesses, 
late among those who drink there came a period at the Jones 
beers, ales, whiskies, etc., con- plant when it was advisable to 
cerning adulteration. It was install a laboratory, hire a chem- 
found, for instance, in making ist to analyze materials, and sub- 
inquiries of the “man in the stitute scientific exactness for the 
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old rule of thumb. “They're mak- 
ing it out of chemicals now,” was 
a popular interpretation of this 
chemical department, and _ that 
error traveled and became a tra- 
dition with thousands all over 
New England, as it doubtless has 
in connection with many another 
food or drink manufacturing en- 
terprise that has a laboratory. A 
little explanatory advertising, 
however, will lay this ghost for- 
ever. 

Apart from the man with the 
nickel, this ale campaign is to 
stimulate bottle and family trade, 
too. Substitution in this sort of 
trade is not so widespread an 
evil, but the competition of im- 
ported ales is met, and bottle 
trade can undoubtedly be widely 
extended by energetic publicity. 

The company takes as firm a 
stand against imported ales, 
stouts and porters as against 
cheap substitutes in the draught 
trade. To bear a sea-voyage, it 
is said, the English and Irish ales 
have to be reinforced with a pre- 
servative, and are in several re- 
spects very different, when opened 
in this country, from the same 
brands as obtainable at home. 
The Frank Jones Brewing Com- 
pany makes the public statement 
that the best imported ales in 
bottle can be approximated in 
quality by an American brewery 
if, the latter will only take the 
same amount of trouble and go 
to the same expense as_ the 
British exporters, and that the 
domestic brewery has the advan- 
tage of a short haul to market, 
being in position to lay down its 
best product in wholesome con- 
dition. To educate the family 
trade, booklets showing the plant 
and. describing processes are dis- 
tributed. One of these brochures, 
“How Good Ale is Brewed,” 
gives such information, with a 
list of agents and fac-similes of 
labels found on the Jones bottled 
India Pale Ale, Homestead Ale 
and Stout. Another booklet con- 
tains the rules of poker, with an 
appendix on the character of the 
company’s various bottled brands. 
Novelties and other supplemen- 


tary mediums characteristic in the 
brewing trade are also distribut- 


ed throughout the company’s 
territory to prospective custom- 
ers, the organization of agents 
and dealers giving an outlet for 
such advertising matter. 
—\_—_+o>—___—— 
GOOD ADVICE. 


Analyze the successes of other banks 
in the advertising line; each shows 
something useful to follow or leave 
alone. Advertising that imitates or 
copies lacks force. Don’t appropriate 
the copy of others for your own use; 
there is a better way. Study bank ad- 
vertising with the idea of getting sug- 
gestions; shape your suggestions so that 
they will suit your situation. Improve 
upon the advertising that you see. 
There is no limit to the variations of 
an idea or group of ideas. Grow up 
to your successes; change your meth- 
ods from year to year until your sys- 
tem of advertising is entirely your own 
with the stamp of our individuality 
upon it.—The Bank Advertiser. 











June in Chicago 


During the month of June, 1907, 
the average circulation of the daily 
edition of The Chicago Record- 
Herald 


Exceeded 152,592 


Or a Gain of More Than 14,000 
Copies Over June, 1906 


The Record-Herald is confident 
that it has a larger circulation than 
any other two-cent ait morning 
or evening. 

It challenges an investigation if 
the assertion is questioned. 

In the same month the average 
circulation of the Sunday issue 


Exceeded 220,735 


Or a Gain of More Than 18,000 
Copies Over June, 1906 





The 
Chicago Record-Herald. 











Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Prints nothing but original matter and 
brings an abundance of articles and 
items of special interest to German- 
Americans, which accounts for the im- 
mense popularity of the paper in the 
German settlements everywhere. 
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THE METROPOLITAN MORN- 

ING PAPER AS A ME- 
DIUM FOR SMALL AD- 
VERTISERS. 





The solicitors of the American, 
among whom I am one, are mak- 
ing an effort to induce local ad- 
vertisers to use morning newspa- 
pers with small, intelligent copy, 
and to run advertisements three 
times a week for a year. We go 
to a man who has never adver- 
tised, or, if he has advertised at 
all, has done so indifferently, and 
say to him: 

Now, you cannot afford, ap- 
parently, to spend very much 
money in an advertising cam- 
paign. You probably do a busi- 
ness of $30,000, $40,000, or $50,- 
ooo a year all told. The most 
that you can spend experimental- 
ly for the first year is ten per 
cent of your gross business, 

If you attempt to spend from 
$2,500 to $5,000 a year in Sunday 
or evening newspapers you will 
be buried out of sight by the 
great volume of advertising done 
by the big stores, by the advertis- 
ers who have succeeded in busi- 
ness and are making enormous 
profits every year. You can be- 
come a great merchant in time, as 
you wish to do, by commencing 
to advertise, as the big merchant 
once did, in a small, persistent, 
regular way in three newspapers 
that will reach three-quarters of 
all of the people who read morn- 
ing newspapers in New York and 
in the territory where New York 
newspapers are read, 

You can go in the World, 
which is first in circulation; in 
the American, which is second in 
circulation, and in the Times, 
which is third in circulation, with 
a two-inch advertisement, three 
times a week for a year, at a 
cost in 


The World, of .324 per line, or $1,415.23 
The American, of .306 per line, or 1,336.60 
The Times, of .30 per line, or 1,310.40 


PM OE es sccscasvccssccnacionnn $4,062.23 


a very small sum of money to 
send a message from your store 
to three-quarters of a_ million 
people 156 times in the year. 

The same amount of money 


spent in the three big Sunday 
newspapers — The American, 
World, and Herald—would not 
begin to bring you the returns 
that these three morning newspa- 
pers will, because in the morning 
papers the advertisement is bound 
to be seen, while in the Sunday 
papers it is more than likely to 
be lost. 

The morning newspaper, no 
matter how much advertising it 
has, never sacrifices the news. 
The Sunday newspaper, because 
of its own size, is compelled to 
sacrifice a lot of news in order to 
get the advertising in the paper. 

The beginner at advertising has 
got to have a lot of faith, abund- 
ant courage, or he will not make 
a success. The beginner cannot 
afford to be sensational in his 
advertising—he has got to makea 
reputation for reliability first be- 
fore his advertising will pay him. 

People look for accurate, com- 
plete news in the morning paper, 
and they expect to see in the ad-, 
vertising columns of the morning’ 
paper the same dignity and in- 
tegrity and accuracy that they find 
in the news columns. A flippant, 
untruthful statement in an adver- 
tisement in the morning newspa- 
pers will do an advertiser infinite 
harm, but straightforward _ talk 
that appeals to the intelligence of 
the reader is bound to have its 
effect, and ultimately will bring 
to the advertiser a large percent- 
age of the best trade in the com- 
munity. 

A two-inch advertisement 
doesn’t look very much, but placed 
advantageously in the morning 
newspapers (which the morning 
newspapers always do—they take 
care of the small advertiser), and 
if run three times a week on the 
plan suggested, will increase your 
business in a year’s time to such 
an extent that your advertising 
will not cost you more than 20 
per cent of the increased busi- 
ness. 

The relative net circulation of 
the morning newspapers and the 
evening newspapers is, approxi- 
mately the same—viz: 1,000,000 
each. The city circulation for the 
morning papers is  approxi- 
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mately 700,000; and, making al- 
lowance for waste and duplication 
the evening papers will not exceed 
that figure. The circulation of 
the morning newspapers is ab- 
solutely net, because the return 
privilege is not permitted and 
there is very little duplication. 

Of course, as the question of 
advertising is discussed with the 
merchant, other suggestions are 
made besides these that I have 
recited, I do think that a 
united effort on the part of the 
solicitors on the Times, the 
World and the American will do 
a lot toward educating the local 
advertiser to have faith in morn- 
ing newspapers. 

There are. at least 250 mer- 
chants in this town whose rental 
runs from $5,000 to $10,000 a 
year who ought to spend from 
$2,500 to $10,000 a year in adver- 
tising in the way that I have sug- 
gested, and if we get at these 
people, giving them facts, talking 
as strongly for all three papers as 
we would for one, it seems to me 
that this will appeal to the in- 
telligence of the advertiser.— 
Wiliam C. Freeman, Advertising 
Manager, New York American. 


—--* 


“MADE IN GERMANY.” 

In the work containing the English 
Trademark Law the _ suggestion § is 
made that the present prescribed des- 
ignation on goods ‘‘Made in Germany” 
be replaced by the universal descrip- 
tion “Made Abroad.” The London 
Daily News has this to say of the 
above suggestion: 

“This recalls a remarkable portion 
of commercial and_ political history. 
The ‘mark or origin’ was intended as 
a warning to patriotic consumers not 
to purchase foreign products for those 
of their own country. The results 
showed that the number of patriotie 
consumers, who concerned themselves 
whence the article came, as long as it 
was cheap and good, ~was_ extremely 
small. On the other hand, this dis- 
tinction became a remarkably effective 
advertisement for each European coun- 
try. The new designation will destroy 
the individuality, and could also, if it 
were possible, weaken the element of 
warning. There are, possibly, persons 
who have less objection against for- 
eign than, we will say, against Belgian 
or American goods. These would, in 
future, be in doubt as to- the land of 
origin, as to what country they were 
favoring when they purchase a box 
of matches, a piano or a bicycle. We 
cannot see what useful purpose this 
new law would serve.”—Trade-Mark 


Record. 





Success Magazine 
A Periodical of American Life 
New York 


That our advertisers may understand 
how close our editors are to the readers 
of “ Success Magazine,” and what a 
tremendous hold we are getting upon 
our clientele, I would like to mention 
two facts: first, that since the institu- 
tion of our “ Investors’ Department” a 
few months ago, we have received over 
10,000 inquiries on financial subjects ; 
and, second, that a single one of our 
Woman’s Departments has brought to 
Mrs. Curtis, its editor, within the past 
four months, over 19,000 letters—a far 
larger number, she says, and of a much 
higher grade of intelligence than the 
letters received through any other 
magazine with which she has been con- 
nected during the past twenty years. 

A staple and reliable medium for national 
advertisers. 

Advertisements in ‘Success Magazine” are 


placed next to reading, where they must be seen 
and read. We take standard magazine copy. 


Fh [loens 


Advertising Director 








THE RULE-OR-RUIN BOYCOTT IN 
SAN FRANCISCO. 

“Tt is hell and sulphur, smoke and 
brimstone twenty-four hours a day. 
The city is in travail and no man can 
tell what will be brought forth. 

“The labor unions are massed behind 
the striking carmen, giving up their 
coin and boycotting right and left, 
threatening every one who rides on the 
cars and every one who permits an 
employee to ride. The unions are all 
running bus lines in opposition to the 
cars. They fine a member $50 if he 
rides on a car. They forbid any mem- 
ber of that member’s family to ride on 
a car, and they say to the merchant: 

“Don’t you let any of your people 
ride or we will boycott your place and 
everybody you deal with, from jobber 
up to manufacturer.’ 

“More than that, the unions declare 
that they will boycott any merchant 
who sells his wares to any person who 
rides on a car and they have pickets 
in front of the dry goods stores to see 
if purchasers ride on a car or in one 
of the union buses 

“It seems to be in the air that in 
the event of a big strike in the indus- 
tries all down the line the policy of 
the employers shall be simply to shut 
down and not attempt to run their 
mills. In other words, to bring on a 
period of depression in order to force 
the unions to reason, This is deplora- 
ble, yet the employers say that they 
have been driven to the last ditch by 
the demands of the unions.”—Corre- 
spondence New York Sun. 
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GOOD FRONT PAYS IN AD- 
VERTISING. 





A few days ago a mail-order 
man, who has made a big success 
in selling men’s clothing by mail, 
confided the fact to the writer 
that he had gotten many orders 
and complimentary letters on the 
strength of a “write-up” in a 
Sunday magazine section, of 
wide circulation, among a num- 
ber of papers published on the 
Sabbath throughout the country. 

The astute mail-order man is 
now on the war-path for more 
such boosts. 

The irresistible impulse in 
human nature is to follow suc- 
cessful men, deal with successful 
houses, buy successful maga- 
zines, and to avoid failures in 
life and business as though they 
were lepers. Hence it is easy to 
conclude that whining is worse 
than useless, and that it pays 
handsomely to infuse optimism 
and the appearance of success 
into advertising of any kind. 

“The more I can get the public 
to believe that my firm is a howl- 
ing success,’ said the mail-order 
man referred to, “the bigger will 
be my business. People don’t 
like to deal with small houses, or 
those who are not making a pro- 
nounced success.” 

It pays to quote the opinions 
of successful men on any subject, 
provided they speak in an opti- 
mistic spirit. 

A few months ago, James J. Hill 
made a speech in which he point- 
ed out the vast growth of the 
traffic of the United States, and 
referred to the crying need for 
more railroads. Right through 
the address there breathed the 
assurance that this country was 
it, and that backers of the prog- 
ress of this great land coull not 
surely lose, 

This speech was turned to 
splendid account by the Chicago- 
New York Electric Air Line. 
Their advertising man quoted 
parts of the address bearing on 
the frightful congestion of traffic 
and the needs of new lines in 
every direction. The Electric 
Air Line assert that this ad bore 
bigger fruit in the shape of sub- 
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scriptions to stock than any other 
they ever put out. 

At the end of June, the Boston 
Store in Chicago had a big sale 
of men’s clothing at the low 
price of $8.88 per suit. In their 
ad of June 28th, the head-line 
was as follows: 

“Goodness me, I’ve never seen 
so many men buying clothing at 
one time.” 

This was a remark made by a 
retail clothing merchant who 
watched the crowds as they came 
and went, 

The department store people 
assert that the day following this 
ad was « record one for them in 
selling men’s clothing, 

Talking success and _ pointing 
out just how successful one is, 
seems to have a wonderful power 
in getting other people to follow 
suit. 

One mining man got scores of 
heavy subscriptions for stock by 
showing to inquiring investors, 
telegrams and requests for reser- 
vations from all over the coun- 
try. The investor troubled little 
further. What was good enough 
for others was good enough for 
him, and he _ plunged too. 
Strangely enough—this occurred 
six months ago—the stock has 
doubled in value, which may or 
may not prove that it pays to 
follow the crowd. 

The principle that it pays to 
“boost,” to talk success and avoid 
discussing failure, was found out 
by a sales manager some time 
ago. He sent his force out to 
inform the retail world that a 
bad season was likely at hand, 
and that in consequence the 
house had cut its prices and was 
willing to make concessions to get 
business. The dealers’ hands be- 
came too numb to sign any 
orders, and the salesmen came 
back with the story that it would 
be well to talk optimism in 
future. 

Right through it pays to be 
optimistic—in business as well as 
advertising. It is in human 
nature to judge a house by its 
employees, and other things be- 
ing equal—the firm that employs 
cheerful, well-dressed salesmen 
will get the most business. Even 
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the man at the door should be in 


the using of capital you haven't 
































other line with this principle. A good got, or doing as good a business 
uniform seems to herald in no with an empty purse as though 
joston small. degree that the firm is you had a full one. 
sale prosperous, The wise confidence man has 
low It is needless to say that im- yet to be discovered who does 
their posing business literature carries not believe in the immense ad- 
H-line weight and conviction, whereas vantage of a well-pressed suit, 
“cheap” printing conveys the op- with shining shoes and_ white 
seen posite impression. ’ ; linen to match. Moody honesty 
ng at The firm that says business is might — take a pointer from 
good, and that it has been suc- successful roguery on the wis- 
by a cessful, will get more business on dom of appearing successful. 
who the average than its gloomy Lack of confidence in the sales- 
came rival. This is illustrated in a man’s mind whether he is selling 
small way by the admission ofan advertising space, goods, or his 
leople advertising writer that since he own services, acts on the pros- 
this had been going around telling pective purchaser’s mind muchas 
m in everyone he had written a pros- a rainy day does on mankind’s 
. pectus which had sold half a spirits. It is said that on gloomy 
ating million dollars’ worth of stock he days the number of suicides is 
Pp 1s, had been snowed under with appallingly large. There is food 
pwer commissions. This also illus- for thought in this fact alone. 
bllow trates that the world takes a man Keep your successes to the 
at his own estimate, and that front. 
s a one solid fact is worth a cart- Write optimism and_ success 
y load of thecry. into your copy. W. Britton. 
tors, Even a good bluff is to be pre- 
b . like baseball, is easiest 
ser- ferred to the watery whine. Suc- ,;A2VERTISING, like baseball: | os 
_ cessful bluff might be defined as looker. Rusty Mike's Diary. 
ittle 
ugh ra 
for | 
too. 
rred <= 
has { 
- or 
to { ; 
| {| No matter how sincere your 
to { p apeyy quality = be, 
. lieve you k of it in the make-up 
roid | ee on yore of |'| of your catalogue will weaken 
out holding half @ dozen fe |. your claim, he 
i the same job. Our ability to do the finer 
ime ys for al ragace 
to Good enough 0 reward | things in catalogue work 
| our confidence in its sole | should make us of value to you. 
a rcountabilitY. The standard of The Im- |. 
ind, “That i is the plant of The | printers means something to |/ 
the Imprinters—@ place worth | those who have a standard to 
| ext time yoU | maintain. 
vas seeking the 1 wo prevate. 
get have » catalogue on American Beak No 
be- nn Company, | 
iny mpany, ‘86 Trinity Place, New York. 
ald ; 
in 
SOME OF THE ADVERTISEMENTS THE AMERICAN 
a BANK NOTE COMPANY IS USING IN ‘THE 
an NEW YORK DAILIES TO CALL ATTENTION 
its TO THEIR COMPLETE FACILITIES FOR 
e- 
ys CATALOGUE PRINTING. 
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A Roll of Honor 





No amount of money can buy a place in this list for a paper not having the 


requisite qualification. 








Advertisements under this 


ted from publishers who, accord- 


ing to the 196 issue of RKowell’s ‘american Newspaper Directory, have submitted for 


that edition of the Directory a 





also from publishers who for some reason “tailed to obtain a figure ——s in the 196 
Directory, but have since supplied a detailed cir as a 
period of twelve months prior to the date of making the statement, such state- 


covering a 


duly signed and datea, 





scribed above, 


ment being available for use in the 1907 issue of the American Newspaper Directory. UCir- 
culation figuresin the ROLL oF Honor of the last named character are marked with an (3; ), 


These are generally regarded the publishers who believe that an advertiser has a right 


to know what he pays his hard cash for. 


The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing 
it. No publisher who has any doubt that the absolute accuracy of his circulation 

statement would stand out bright and clear after the most searching investigation 


ALABAMA. 
Birmingham. Ledger, dy. Average for 1906, 
22,419. Best advertising medium in Alabama, 


Montgomery, Journal,dy. Aver. 1906,9,844. 
The afternoon home newspaper of its city. 


ARIZONA. 
Phoentx. Kepublican. Daily aver. 1906,6,.478. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. 
ARKANSAS. 


Fort Smith, Times. Evening (except Sat. 4 ans 
Sunday morning. Daily uveraye 1906, 4,22 


CALIFORNIA. 


Oakland, Herald. Average 1906. 
19,667; May, 1907, 27.965. Only Cali 
fornia alty circulation guaranteed by 
Rowell’s Directory. 


San Francisco. Sunset Magazine, monthly; 
literary; 192 to 8, 5x8. Average — 
tion seven months ending July, 1907, 91,428 
Home Offices, Flood Building. 


COLORADO. 


Denver. Fost. Like a blanket it covers the 
Rocky Mountain region. Circulation—Daily 
60.999, Sunday 86,728. 

62 The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of 
rte Rowell’s American News- 
TEEO paper Directory, who will 
pay one hundred dollars to 
the first person who success- 

fully controverts its accuracy. 


CONNECTICUT. 


. Le ueaaacens Evening Post. Sworn dy. av. ’06, 
1,2 


Bridgeport. Morning Telegram. daily. 
Wriss jor June, 1907, sworn. 11,018. 





You can cover Bridgeport by using 
Telegram only. Rate, ote. per line, flat. 


Mertden. Journal, evening. Actual ar er 
for 1906,7,550. Fi rst four months 1907, 7.73 


Meriden. Morning Record and , 
Daily average Jor 1905, 7,75; 1906, 7.67 


New Haven, Evening Register,dy. Annual 
sworn aver. Jor 1906,14.681; Sunday, 11,662. 


New Haven, Palladium. dy. Aver. 1905, 8,636; 
1906, 9,549. EB. Katz, Special Agent, N. ¥. 


would ever for a moment consider the thought of securing and using the Guarantee Star. 


New Haven. Union. Average 1906, 16.481, 
First 3 mos., 07, 16.582, E. -682. E. Katz, Sp. Agt., N.Y. 


New London. on ae. iy 3 Aver, 1906, 6,104; 
aver. for May, 6,546, E. Katz., Sp. Agent, N. Y. 


Norwalk. ivening Hour... Hour. Daily average guar- 
anteed to exceeds.100. Sworn circulation 
statement furnished, 


Norwich. Bulletin, morning. Average for 
1905, 5,920; 1906, 6,559; SOY; June, 1207, 7,259, 


Waterbury. Re ublican, d dy. Aver. for 1905, 
5.645; /906, aE La Coste & Maxwell. 
DISTRICT OF COLUMBIA. 


Washington, Evening Star, daily and Sun- 
day. Daily average for 1906. 85.577 (@©). 


FLORIDA. 


Jacksonville, Metropolis, dy. Average 1906, 
9,482. Mar. '07. 10,000, E. Katz, Sp. Agt, N.Y. 


GEORGIA. 


Atlome. Journal, dy. Ar, 1906, 50.857. Sun- 
day 57.988.  Sem:- weeicly 74.916. The Jour- 
nal covers Dixie like the dew. 


ILLINOIS. 


Aurorn. Daily Beacon. Daily average for 
1905, 24,5805 496, 6,454. 

Cairo. Citizen. Daily average for 196, 
1,477. 
Champaign. News. Guaranteed larger circu- 


lation than all other papers published inthe twin 
cities (Champaign and Urbana) combined. 


Chieago, Bakers’ Helper, monthly ($1.00) 
Bakers’ Helper Co. Average Jor 1w6,4,017 (@@)* 





Chicago, Breeders’ Gazette, +3 $2.00. Aver. 
circulation for year 196, 70.0 Deu. - 


Chicago, Dental Review, monthly. Actual 
average for 1905, 8,708; for 1906, 4,001. 


Chicago, Examiner. Average 


for 
Gay 846 Sunday, 
178,000 Daily. 
Guarantees larger circulation in 
city of Chicazo than any two 
other morning papers pers combined. 
Has certificate frcm Association 
of American Advertisers. 
Circulation for | Sunday, 717.681. 
February. 1907:5 Daily, 192,271. 
Absolute correctness of latest circulation rat- 
ing accorded the Chicago Examiner is guaran- 





teed by the publishers of Rowell’s News; r 
Directory. — 
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The New Orleans item 


has a larger circulation 
in the city of New Orleans 
than any other two New 
Orleans papers combined, 
anda total circulation lar- 
ger than any other by 
many thousands. 


{ Circulation proven by 
Association of American 
Advertisers. 


{ Over 28,000 Daily Aver- 
age first six months 1907. 


{| Its circulation repre- 
sents both character and 
influence. 


Bocks open for verifica- 
tion to any advertiser. 





SMITH & THOMPSON, 
Foreign Advertising Representatives, 
Tribune Bldg., 

Cuicaco, 


Brunswick Bldg., 
New York. 





Same Monthly Story 
of Buffalo 


ADVERTISING 
RECORD 
of the daily papers of Buf- 
falo for the month 
of June, 1907. 
(Given in Columns and Fractions.) 


EVENING NEWS, 1403-39 


Morning Express, 554- 84 
Morning Courier, 637-245 
Evening Commercial, 387- 89 
Evening Times, 662- 99 
Evening Enquirer, 570-144 


The News carries more 
advertisers than any two 
Buffalo papers combined. 


SMITH & THOMPSON, 
Foreign Advertising Representatives, 
Brunswick Btipe., TRIBUNE BLDG., 
New York. CHICAGO. 














This Tells the 
New Story of 
Syracuse. 


Total Gain in Display Advertising 
First Six Months 1907: : 
Inches. 


Journal, - 13,257 
Herald, - - 7,547 
Post-Standard, 8,605 


THE JOURNAL: Net proved 
circulation over 22,000 Daily. 


SMITH & THOMPSON, 


Foreign Advertising Representatives, 


Tribune Bdg., 
Chicago. 


Brunswick Bdg., 
New York 











Why Is the Other 
Fellow Afraid 
To Show ? 


In January the Association of 
American Advertisers investigated 
the circulation of the papers in 
Memphis. The COMMERCIAL ApP- 
PEAL was the only Memphis 
paper that would make 
public the result of the in- 
vestigation. It gave the Com- 
MERCIAL APPEAL an average dur- 
ing 1906 of 38,201 daily and 
58,171 Sunday. Average so far, 
1907, Over 40,000 daily and 60,000 
Sunday. In spite of wild claims 
why won’t the other fellow show? 


Smith & Thompson, 


Foreign Advertising Representatives, 
Brunswick Blidg., Tribune Bldg., 
New York, Chicago. 
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Chieago Journal Amer. Med. Ass’n, weekly 
Average six mos., Jan. to July, 1907, 51,210. 


eeeee: ott ecord-Heraid. Average 1906, dail 

141,748; Sunday 211.611. Average 

1907-daily 151,648; Sunday, 216,877. 

t@ The absolute correctness of the latest 
circulation rating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory, who 
will pay one hundred dollars 

to the first person who successfully con- 

troverts its accuracy. 


Chieago. The Tribune has the largest two-cent 
circulation in the world, and the ne i circula- 
tion of any morning newspaper in Chicago... The 
oe OD is the oniy Chicago newspaper receiv- 


Joliet, Herald evening and Sunday morning. 
Average for year ending April 30, 1907, 7,871. 


Peorta, Evening Star. Circulation guaranteed 
more than 21,000. 


INDIANA. 


Crawfordsville, Journal. “Nearly everybody 
reads it.” Dy. and wy. average, 1906, 5,578. 


Evanaville. Journal-News. Ar. for 1906, 16,- 
899. Sundays over 18.000. EZ. Katz, 8. A.,N.Y. 








Indianapolia, Up-to-Date Farming. 1906 av., 
174,584. Now 200,000 4 timesa mo..75c. a line: 


Notre Dame, The Ave Maria. Catholic weekly. 
Actual net average for 1906, 24.612. 

Princeton, Clarion-News, daily and weekly 
Daily average 196, 1,501; weekly, 2,548, 

Richmond. br Evening Item, daily. Sworn 
arerage net paid circulation for five months 
ending, May 31, 1907, ~ 316. circulation of 
over 5, teed in all 1907 contracts. The 
Item goes «into 80 per cent of the Richmond 
homes. No street sales. 

&@™ The absolute correctness of thelatest 
circulation rating accorded 
the Richmond Item is guar- 
anteed by the publishers cf 
Rowell’s American Newse 
paper Directory, who will 
pay one hundred dollars to 

the first person who successfully contro- 
verts its accuracy. 


South Bend, Tribune. Sworn daily average. 
June, 1907, 9,530. Absolutely bestin South Bend. 
INDIAN TERRITORY. 


Ardmore. Ardmoreite, daily. Average for 
1906, 2,445, J 


Muskogee, Times Democrat. 1905, average 
2,881; average 1906, 5,514. E. Katz, Agt., N. ¥. 


IOWA. 
Burlington, Hawk-Eye, daily. Aver, 1906, 
8,764. ‘All paid in advance.” 





Davenport. Times. Daily aver. May, 18.098. 
Circulation in City or total guaranteed greater 
than any other paper or no puy Sor space, 


Des Moines. Capital. ony Lafayette Young, 
publisher. Sworn average circulation for 190 
41.751. reulation, “City « pi State, larg oe 
tn Iowa. More adrertisiny of all kinds in 1906 
in 342issues than any emperor in 365 issues. 
Rate 70 cents per inch, flat. 


Dea Moines. Register and Leader—daily and 
Sunday—carries more “Want” and local display 
advertising than any other Des Moines or lowa 





paper. Average circulation for Mar. dy. 80,722. 





Des Moines. Towa State Register and Farme:, 
w’y. Aver. number copies printed, 1906, 82,12. 





Sioux Qier- J Journal. Dail ‘Or 1906, 
sworn, 28,706. Morning, Sunday ana. venin, 
Editions. 





Sioux Olty. Tribune, Evening. Net sworn 
daily average 1906, 27.170: Apr.. 1907, 81.888. 
‘You can cover Sioux City thoroughly by using 
The Tribune oniy. Itis subscribed for by prac- 
oe | only d family that a newspaper can inter 
. owas oe that hus the G@uarun. 


KANSAS. 


Hutchinson, News. Daily 1906, 4.260. Mar., 
196, 4,650, E. Katz, ste, Special A gent, N. ¥. 


Lawrenee, Weild, oventan evening and week! A Copies 
printed, 1906, daily, 8.2 73; weekly, 8,0: 


Pittaburg, Headlight, dy. and wy. Actual 
average Jor 1906, daily 5,96 2, weekly 8,278. 


KENTUCKY. 


Lexington. Leader. Ar. ’06., evg. 5.157. Sun. 
6.798; Jan.,’07, 5,356, Sy. 6,891. E. Katz, S. A. 


@wensboro. Messenger. Daily aver., 4 mos, 
ending Apr. 30, v7, 8.499; aver. Apr., 8, 202, 


MAINE, 


Auguata. Comfort,mo. W. H. Gannett, pub. 
Actual averaye sor 1906, 1,271,982. 


Augusta. Kennebec ——. dy. and wy. 
Average daily, 1906, 7.6 


Bangor. Commercial. Average for 1906, dail 
9, 6953 weekly 28,573. f . 





Madison. Bulletin, wy. Cire., 1906, 1,581, 
Only paper in Western Somerset Co. 





Pt Maine Woods ‘and Woodsman. weekly, 
W. Brackett Co. Averuge Sor 16, 8,077. 





Portland. Evening Express, At anaes for 16, 
daily 12,806. Sunday Telegram, 8,041, 


MARYLAND. 


Baltimore. American, daily Average 1906, 
Sun., 77,488; d’y, 67.815. No return privilege. 


Baltimore. moe, daily. Evening News Pub- 
ey ee Average 1906, 69,814. For 
une, 1907. 75, 716, 
jute correctness of the 
latest circulation rating accorded 
the NEws its guaranteed by the 
ublishers «J — 8 ee 
ewspaper who wi 
pay one e hundred ops Ro to the 
Jirst person who successfully con- 
troverts its accuracy. 


MASSACHUSETTS. 


Boaton. Eta Transcript (O@). Boston’s 
tea table eee amount of week day adv. 


tote tek tek 


Boston, Globe. Average 1906, daily, 182,986. 
Sunday 295.232. Largest circulation daily ot 
any two cent paper in the United States. Largest 
circulation of any Sunday newspaper in New 
England. Advertisements go in morning and 
afternoon editions for one price. 


We We We Ye Yr Yr 
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BOSTON POST 


Average yy! March, 1907. Boston Daily 
Post, 2 me 48, increase of 6,465 over 
anvery, 1907; Boston Sunday Poat. 
Mareh. 1907, 284,184, increase ot 5,481 
over January, 1907. First New England paper 
to put in linotypes. ‘First New England paper 
to put in the autoplate. Has in its big plant 


— 


New Englana.” Covers Boston and 

New England more thoroughly than any other 
paper, Bulk of its cireulation delivered in 
homes of middle-class, well-to-do portion of com- 
munity. 

K&S" The absolute corr of the latest 
circulation rating accorded 
the Boston Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 

the first person who successfully contro- 
verts its accuracy. 


We He We We We We 
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Holyoke. Transcript, daily. Act. ar. for year 
ending May, 1906, 7,889; 3 mus, ’07, 7,842. 





Lynn. Beentng Item, Daily sworn av. year 
1906, 15,068: Jan., 1907, av. 16017 .- The Lynn 
family paper. Circulation absolutely unap- 
proached in quantity or quality by any Lynn 
paper. 


Springfield, Current Events. Alone guar- 
antees results, Get proposition. Over 50,000, 





Woburn. News, evening and raat. Daily 
ar, net patd cr, March, 1,528, Wkly, 1,481. 





Worcester, Evening Gazette. actgtnat sworn 
average for 1906, 11, 401 one de ily; Feb., °07, 
in oH March, 1907, 15,76 8. Largest evening 

‘s *‘Home” pa 
mission given A. A. A. to examine ciroulation. 


Woreeater. L’Opinion inion, Publique, daily (© ©). 
Paid average Jor 196, 4,282 


MICHIGAN. 


Juackaon, Citizen-Press. Only 
evening paper. Gives yearly aver- 
ages, not weekly. It’s Jackson’s 
greatest daily. It carries more 
advertising and has the largest 
net paid circulation. No secrets, 
April dai daily ly average. 7.786. 


Jackaon, , Patriot. Average Muy, 1907, 
7.681: Sunday 8,468, Rag net cir- 
culation, Verifi fied by A A. Sworn state- 
ments monthly. Hetaiendion welcomed. 


Saginaw, Gong Boone, daily, Sunday. 
Average 196. 14.897: June, 1907, 14,789. 


Saginaw, Fvening News, daily. Average for 
1906, fy. 964; June, 1907, 20.395, 


Teeumeeh, Semi-Weekly Herald. Actual 
average for 1906,1,153, 


MINNESOTA. 





gua. Farmers’ Tritane, twice a- * tor 
W.J. Murphy, pub. Aver, for 1906, 87,88 





Minneapolis, Farm, Stock and Pam, semi- 
monthly. Actual average 1905. 87,187; aver- 
aye for 1906, 100,266;: mos., 1907, 104,100. 

he abs lute accuracy of Farm, 

Stock «& Home's circulation rating 

is guaranteed by the American 

Leal we Newspaper Direc . Circulation is 
AN practically conjine to the Jarmers 
Maa = of Minnesota, the Dakotas, Western 
Wisconsin aud Northern Iowa. Use 

it to reach section most prontably. 


ee yee ae Journal, Daily —. 
and Sunday(© ©). In 1906 aver- 
Baily av ane agape ae BS 054. 
1907, $6.84 ri yon of =A 
day he . Tag’ June, 1907, 71.615. The ab- 
solute accuracy of the Journal's circulation 


ratings is guaranteed by the American News- 
paper Directory. It is guaran- 


teea to reach a greater number of 

©o the purchasing classes and gues: 

ae more homes tha:t any paper 
inits field. It brings results. 


Minneapolis, Svenska Amerikanska Posten. 
Swan J. Turnblad, pub. 1906, 52,010. 
CIROCULAT’N Minneapolis Tribune. Ww, 

J. Murphy, pub. Est. 1867. Old: 
est Minneapolis daily. The Sun- 


te day Tribune average per issue 
TE ED Sor the year ending December, 


1906, was $1,272. The duily 
Tribune average per issue for 

bd -N 
by Am idieee. the year ending December, 1906, 
tory. was 102,164. ‘ 


St. Paul. PioneerPress. Net average circula- 
yoy Sor January—iaily 35,802, Sunday 32,- 


The absolute accuracy of the 
Pioneer Presa circulation state- 
meuts is guaranteed by the Ameri- 
Aal—w can Newspaper Directory. ped 
AN per ceut of the money due for 
TEED scriptions is collected showing that 
subscribers take the paper because 
they want it, All matters pertain- 
a to circulation are re open to to investigation, 


Winona. Republican, Hera «Herald, Av. May, 4.518 
(Sat. 5,200). st outside Twin Cities & Duluth. 


MISSOURI. 

Joplin, Globe, daily. Average 1906, 15.254. 
Apr., 1907, 17%, 248. E: Katz, Special Agent, “ee 

Kanaas City. Journal. Cire’n, 275.000 
206.8835 Weeicly—di -yA and classified, 46 
cents a line, fiat; 70,000 Daily and Sunday—dis- 
play, 1%e.; classified, 7e. Combination Weekiy 

and bunday—display, 48c. Literature on request. 

St. Joseph, News and Press. Circulution 
1906, 86,079. Smith & Thompson, East. Reps. 

&t. Louis. National Druggist,mo. Henry R. 
Strong, Editor and Publisher. Average for 1906, 
8.000 (© ©). Eastern office, 59 Maiden Lane. 

8t. Louis, National Farmer and Stock Grower, 
monthly. Averuye sor 1906, 104,200, 


NEBRASKA. 

Lineoln. Deutsch-Amerikan Farmer, weekly. 
Average 1906, 141,859. 

Lineoln. Freie Presse, weel weekly. Actual average 
Sor 196, 142.989, 

NEW HAMPSHIRE. 

5 oe Union. Av, 1906, 16,758, daily. 

N. H. Farmer and Weekly Union; 5,550. 

Nashua. Telegraph. The only daily in city. 
Daily average year ending Dec., 1906, 4,371, 

NEW JERSEY 


Asbury Park. Press, 1996, 4.812. Gained 
average of one subscriber a day for ten years. 


Camden, Daily Courier. Actual grrees for 
year ending December 31, 1906, 9.020 

Elizabeth. Journal. Av. 1904. 5.5283 1906, 
6,515; 1906 7.847 March, 1907, 8,161, 

Jersey City. Evening Journal. Average er 
1906, 28.005. First six months 1907, 24,089. 

Newark. Eve News. Net dy. av. for 1906, 
68,022 copies ; net dy. av. for Apr., 1907, 68,940. 
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Trenton, Kvening Times. Ar, 1906, 18.287; 2 
mos, dy. av. Apr. 5v, 07, 20.621; Apr., 20,682, 


NEW YORK. 
Albany. Evening Journal, Daily average for 
4906, 16,251. It’s the leading paper. 


Batavia, Daily News. Average 1906, 7,227. 
Jan., 17, 7,4%4. Nothing like it elsewhere. 


Broo Y. Printers’ Ink sa; 
THE rete DARD UNLON now has the 





largest circulation in Brooklyn. Ac- 
tual daily average. f Sor 1966, 49,289, 
Buffalo, Courier, morn, “morn, Av.1906, Sunday .91- 
168; daily, 5%. 638i; Enquirer, even., 32, “iss x 
Kuffale. Evening News. Daily average 1905, 
94.690; for 196, 94,745. ; 
Corning, =. evening. Arerage 1904, 
6.288; 19,6 b 9S; 1906, 6,51 1906, 6,585; Feb. av., 6, 820. 
Mount Vernon, A 2S pee Argus, evening. Actual ie 
averuye for 42 mos. enc ending Ju June 30, 07, 4,816. 
Newburgh. News, daily. 4 daily. Ar. 906,%.4%7; 4,000 
more than all other Newburgh papers combined. 


New York oo 
Army & Navy Journal. 1863. Actual weekly 
av. for '06,9.706 (OO). 4 mos Pematy to Apr. ’07, 9,949. 
inertia, weekly ly Average for year ending 
Dec. 28, 1906, 15,212. 


Baker’s Review, monthly. W.R. Gregory Co., 
publishers. Actual average for 1906, 6.488. 


Benziger’s Magazine, the only Catholic Family 
Magazine pubiished in the United States. Guuer- 
anteed circulation, 65.000; rates 25c. an agute 
line. With September, 1907, issue, we ~~ 
75.000 circulation and rates will be 50c. an 
agate line. 

Clipper, weekly (Theatrical). Frank Quen 
Pub. Co., Ltd. Aver. for 196, 26.611(00 


Music Trade Review, music trade and art am 
ly. Average Jor 1906, 5.109. 














Printers’ Ink, a journal for 
advertisers, published every 
Wednesday. Established 1888. 
Actual weekly average for 
4906, 11,708, 

The People’s Home Journal. 554.916 mo. 
Good Literature, 452. i monthly, average cir- 
culations for 1906—all aid-in-adrance sub- 
scribers. F. M. Lupton. pubii - isher. 


The Tea and Coffee Trade Journal. Average 
circulation for year — Sept., 1906, 6,481; 
September. 1906, issue. 6.998. 

Theatre Magazine, ‘monthly. Drama and music. 
Actual uverage Sor 1906, 60,000, 

The World. Actual aver. for 1906, Morn.. 818.- 
664. Evening, 339.057. Sunday, 442.228. 

North Penewenda. News. Datiy 1906 ar. 
2,274. R. Tomes, 8. A., 116 Nassau, N. Y. Five 
cents inch; seven cents after October 1. 

Rechester, Case and Comment, mo., Law 
Av. for year 1906, 22.601. Guaranteed 20,000. 

Schenectady. Gazette, daily. A. N. Liecty. 
Actual average for 1905, 18.058; 1906, 15.809. 

Syracune. Evening Meraid. daily. Herald (‘o. 
pub. Aver, 1906, daily 25.206, Sunday 40,064. 


Troy, Record. Arerage circulation 
1906, 13,801. Average June, 1907, 
20.501, Only paper rin rity which has 
permitted A. A. A, examination. 
Utiea. National Electrical Contractor, mo. 
Average for 1H46, 2. C25. >. 


Utien. Press. daily Otto A. Meyer, publisher. 
Average for year cnding Murch 31, 1907, 14,927. 


NORTH CAROLINA. 


Raleigh. The Merchants’ Journal and Com- 

















merce, a magazine for a. men. Reaches 
9,063 merchants in Va., Ga., Fla. and 
Ala. A id in be RA, "Pstablished ed 1903; 72 


es. Illustrated. La largest in ann. cireula- 

on and advertising of de gg pub- 

lication in the six S es, Norn orma’ Johnson 
is editor-in-chief. 





Raleigh, Times. North Carohna’s foremost 
afternoon paper. Actual daily average Jan. is( 
to Oct. 1st, 190, 6,551; weekly, 8,200, 


W Inston-Saien: leads all N.C. towns in manu 
facuuring. The Twin-City Daily Sentinel leads ali 
Winston-Salem papers in circulation and advg. 


NORTH DAKOTA. 


Grand Forka, Normanden. Av. yr. ’05,7,201. 
Aver. Jor year 1906, 3,180, 


OHIO. 
Akron. Times, daily. Ae ‘opened Sor 
year 1906, 8, 9773 April, 1907, 946 
Ashtabula. Amerikan noenel 
Actual average Jor 1906. 10.690, 


Cleveland, Plain Dealer. Est. 1841. Actual 
daily average 1906, 72.216; Sunday, 88,869; 
June, 1907, 73,272 dasly ; Sun.,, 88,708, 


Finnish. 


Coshocton, , daily, Net average 1906, 
2.757. Verified yy Asso. Amer. Advertisers, 


Coshocton, Times, dy. Net ’06, 2.128: ¢ mo. 
07, 2,416, No cash books fixed to fit padded cir. 


Dayton, The I. L. U. Home Journal, mo 
(Formerly Laborers’ Journal). National cir. Av. 
for year want. J 30, '07, 14.811 . 
bry oy he 500 members of THEI. 
GRAND Oper: Vi irate beneficiary RAS 
of wage- -workers. 5c. agate line, flat rate. 


London, Democrat, semi-weekly. Actual aver- 
pono 196 8,668; now guarantees 8,800, 


field, Farm and Fireside, over 4 cen- 
cart Picating tat agricult’! paper. Cir.485,000, 


Warren, Daily Chronicle.e Actual average 
for year ending December 31, 1906, 2,684. 


Youngstown. Vindicator. D'y. av.'06. 18.740; 
Sy. 10,001; LaCoste & Mazxveell, NY. & Chicago. 


Zanesville, Times-Recorder. Ar. 1906, 11.- 
126, Guar’d, Leadsali others combined by 5%. 


OKLAHOMA. 


Oklahoma City. The Oklahoman. 906 aver., 
18,918; May, 1907, 19,859. E. Katz. Agent, N. Y. 


OREGON. 


Mt. Angel. St. Joseph’s-Blatt. Weekly. 
3, 1907, 19,158. - ee 


Portland. Journal, daily. Average 190, 
25.078 ; for aera, pe 29.022. 

absolute correctness of the 
fs circulation rating <4 
corded the JoURNAL is guara 
teed by the publishers of fowell's 3 

A American Newspaper Directory, 

TEED who will pay one hundred dollars 

to the first person who success- 

fully cortroverts its accuracy. 


Portland, Pacific Northwest, mo. 1906 average 
18,750. Leading farm paper in Stute, 
PENNSYLVANIA. 


Chester, Times, ev’g d’y. Average 1996.7.688, 
N. Y. office, 220 B’way. F. R. Northrup, Mgr. 

Erie. Times, daily. arer. for 1906, 1%.110: 
June, 1907, 18,610. E. Katz, Sp. Ag., N.Y. 

Harrisbu Ses raph. Sworn av. June, 14.- 
322%. Largest paid circulat'n in A’b’g or no pay. 

Manayunk. sondimar Philadelphia, Include 
in your fali advertising plans, Sample sent. 


FOOL YOY 


The correctness of FARM JOURNAL’S 
Wabeeription statements is guaran- 
by the American Newspaper )i- ) ( 























rectory. The average edition for the 
year 1906 wus .551,633 copies each 
month It has more actual paid-in- 
advance subscribers than any a 
farm Boe gee in the world. It has 
awarded the ‘(© ©), and_best 
ot all, the Seventh Sugar Bowl. 
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Philadelphia. Coniectioners’ Journal. mo. 
AV, 105,3,470; 1906, 5.514 (OO). 


Philadelphia, German Dai y Gazette, Aver. 
circulation, 1906, daily 52,922: Sundav 52,4386, 
sworn statement. Circulation books « “pen. 


“In 
Philadelphia 
nearly 
everybody 
reads 

The Bulletin. 


NET PAID AVERAGE FOR MAY, 


245,835 copies a day 


THE BULLETIN's circulation ficures are net; all 
damaged, unsold, free and returned copies have 
been omitted. 

Witu1aM L. MCLEAN, Publisber. 





s 








Philadelphia, Motor Print, mo. 
Copies printed, 25,233 average each 
issue, for year ending February, 1907. An 
independent periodical for all who use 
motor vehicles of any class. Enjoys the 
largest paid circulation among registered 
owners of motor crafts of any publication, 











Phitadeiphia. The Press is 
Philadelphia’s Great Home News- 
paper. esides the Guarantee 
Star,it has the Gold Marks and is 
cn the Roll of Honor—the three 
most desirable distinetions for 
any newspaper. Sworn average 

circulation uf the daily Press for 

1906, 100,548; the Sunday !° ress, 137,863, 


Seranton, Truth. Sworn mn circulation Sor 1906, 
14,126 copies daily, with a steady increase, 


ere, ca Local News, 
daily. ‘  Digey Averayefor 
1905, 1520 .In its 35th year. 
Independent. Has Chester County 
and anogges. tts fleld. Devoted 
Al 4g hense is a home 








Chester County is second 
in tn the ‘State in agricultural wealth. 


Fork. —- and Daily, Average for 196, 


17.769. 
RHODE ISLAND. 
Pawtucket, Evening Times, Aver, circulation 
Sor 1906, 17.41% (sworn). 
Previdenee. Daily Journal. 18.051 (OO) 
Sunday, 21,840. :\©@O). Evening Bulletin 34,- 
620 averaye /wé. Providence Journai Co.. pubs. 


Providence. Tribune. Morning 70.341 
Even:ng 81.118: Sunday. 16,320, Mosi 
progressive paper inthe fleld. Evening 
edition guaranteed by Rowell’s Am. N.D. 


esterly.Sun. Geo. H. Utter, pub. ye iy 1906, 
aust Largest circulation in Southern R. 1, 





SOUTH CAROLINA. 


Charleston, Evening Post. Actual byt aver- 
age fur 1906,4,474. Decemoer, 1906, 4,7 


Columibin, State, Actual aver- 
age for 1906, daily (QO), 11.2.7 


copies; semi-weekly, 2.625; Sun- 
CE ety (OD), 1906, 12.29N, Acti 
TEED average for jirst three months, 1907, 


rk LS OES e Os Sunday(®@®©) 
a5. 


Spartanburg. Hersld. Actual average for 
Jirst jiie months, 1907, 2,529, 


TENNESSEE. 


Chattanooga, News. Arer. 3 
none . 31, 1906, pe a 
ttanovga paper it 
GUAR og “examination circulation | by 
AN oc. Am, Advertisers. Carries 
TEEO more advg. in 6 uays than morn- 
ing paper7 days. Greatest Want 
Ad medium. Guarantees largest 
circulation or no pay. 
Knoxville, Journal and Trib- 
une. Duily aver we year ending 
December 31, 196.18.692. Daily 
aver, last 3 months 196, 15.247, 
One of only papers m 
the Svuth. and ne pauper in 


Star, The leader in this field. 


Memphis, Commercial Ageenl, ee pyre Be 
weekly. .average 16, duily Sunday 
5N.2HG; weerlu, 80.5935. ‘Smith & Thompson, 
Representatives, N. Y. & Chicago. 


Nashville, Banner, daily. Aver. for vear 1906, 
81,455; Jan, 1907, 88.888; Feb, 197, 87.271. 


TEXAS. 
El Paso, Herald, May, ar., 7,618. note than 
voth other El Paso dailies. Verified by A. A. A, 


VERMONT. 
Barre. Times. daily. F. E. Langley. Aver. 195, 
3.527; 1906,4,118, 


Bennington. Banner, eis. T. E. Howe. 
Actual average for 1906, 1.980 


Basiingten. Free Press. 
196. 8.45%. Largest city and State circula- 
tion, Examined by Asso. of Amer, Advertisers. 


Montasiies. Argus, — Actual average 
Sor #6, 8,280 copies per issue 


Rutland. Herald. Ave Average 1904, 2,527. Av- 
erage 1905, 4,286, Average 1/906, 4.6 637. 


St. Albans, Messenger. daily. Actual average 
for 1905,3,051; for 1906, 8.3388 copies per issue. 


VIRGINIA. 
Danville, The Bee. Av. 196, 2.867. “June, 
1907, 2,690. Largest cir’n. Qnly eve’g puper. 


Richmond, So. Tob. and Modern Farmer, 
mo, Average for jirst 5 mos, of 1907, 14,420, 


Rocky Mount, Franklin Chronicle, wy. Ar. 
*06,1,610; March, ’07, 1,920 weekly. Home print. 


Winchester. Evening Star. Arerage June 
sworn daily 3,826. Omy daily paper. 


WASHINGTON. | 

—— Post- Intelligencer (OO). 
‘or. May, 1907, net—Sunday, 
ai. 186; Daily, 82.015; weeic day. 
CGVAA Ze 664, Only sworn circulation 
in Seattle. Largest genuine and 
TEED cash paid circulation oe, 
ton ; highest lity, t service 

greatest resulis always. 


Seattle. The Daily and Sunday 
Times led all newspapers on the 
Pacific Coast north of Los Angeles 


during 1906, leading 
rival by over 178,000 inches display 

and 300,000 lines of classified. 

That tells the story of results 
Arerage cireshation in 1906 was 42,172 dativ. 
56,794 Sunday. Arerages for Januarn, 107, 
were—Daily +4, 911, Sunday 61.591. You get 
the best rguality and largest quantity of circula- 
tion ectly blended when you buy soace’in 
me Times, the b'grest pecmpenet success of the 
decade on the Pacific Voust. 2 


Daily average for 


24 
Tacoma, fegpe. Average 1906, daily,16,0595% 
Sunday 21,79 


Tacoma, roms Average 1906,16,109; Sat- 
urday, 17,610 
WEST VIRGINIA. 
Parkersburg, Sentinel. daily, R. £. Hornor, 
pub. Average for 796, 2,640, 


Ronceverte, W.Va. News, wy. Wm. B. Blake 
& Son, pubs, Aver. 1906, 2,220. 


WISCONSIN. 


Janeaville, Gazette. d’ly and s.-w’y. Cire'n 
ist 3 mos. 1907, daily 8,508 ; semi-weekly 2,552, 


Madison, ‘State Journal, dy. Average. 1906, 
8,602; Jan., Feb., Mar.,4907, 4,884; Apr., 5,106, 


Milwaukee. —_ Journal, a 
Av 


& 
of any — Milwaukee 
or Sun 


Milwaukee, Evening Wisconsin, d’y. Av. 1906, 
28.480 (©©@). Carries largest amount of ad- 
vertising of any paper in Milwaukee. 


Oshkosh, Northwestern. daily. Average for 
1906, 3.099. 


¢ i ais 
circulation in im 
choke han 


any other ner Pa r. Adv. 
$3.50 an Cin Mice, Tem- 
ple Ct. 


Eihardeon: Mor. 
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WYOMING. 


Oheyenne, Tribune. Actual daily average net 
Sor 1906, 5,126; semi-weekly, 3,398. 


BRITISH COLUMBIA, 


Vancouver. Province. daily. Average for 
1906, 10,161: May, 1907, 18, 22t. H. DeClerque, 
U.8. Repr., Chicago and and New York. 


MANITOBA CAN. 


Winnipeg, Free Press, daily and weekly. Ai 
erage for 1906. daily, 84.559: daily June, 1907 
87.209; wy. av. sor mo. of June, 28,887. 


Winnipeg, Der Nordwesten. Canada’s Ger- 
man newsp’r, Av, 1906,16,177. Rates 56c. inch. 


Winnipeg, Telegram. Daily aver. Marci, 
24,868. Weekly av., 20,287. Flat rate, 3c, 


ONTARIO, CAN. 


Teronto. Canadian Implement and Vehicle 
Trade, monthly. Average for 196, 6,125, 


Toronto, Canadian Motor, Mater, monthly. Average 
circulation’ Sor 196, 4,540, 


Toronto, The News. Daily average circula- 
tion for the month of February, 1907, 40,210, 
Advertising rate séc. per inch, flat. 


QUEBEC, CAN. 


Montreal. La Presse. La Presse Pub. Co. 
Lta., publishers. Actual average 1905, da:ly, 
96,771; 1906, 100,087; weekly, 49,992, 


Montreal, The Daily Star and 
The Family Herald and Weekly 
Star have nearly 200.000 subscrib- 
ers, representing 1,000,000 readers 
—one-fiftn Canada’s pulation, 
Av. cir. of the a | Star eg 1906, 
copies dai he Weekly 
Star, 128,452 copies ua issue, 


UA 
oT 
TEEO 








THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this 


heading are only desired from 


papers of the requisite grade and class. 





COLORADO. 
ANT advertisers get best results in Colorado 
Springs Evening Telegraph. 1c. a word, 


CONNECTICUT, 
ERLDEN, Conn.. MORNING RECORD; old es- 
tablished family newspaper; covers field 
60,000 high-class pop.; leading Want Ad paper. 
Classifiea rate, cen’ a word; 7 times,5 cents a 
word, Agents Wanted, half a cent a word. 


DISTRIOT OF COLUMBIA. 
Ts HE — and SuNDAY STAR, Washington, 
©), carries DOUBLE the number of 
Want Abe of any other paper. Rate lc. a word. 


ILLINOIS. 
MRE DAILY NEWS is Chicago’s “Want ad” 
Directory. 
|= TRIBUNE publishes more classified ad- 
vertising than any other Chicago newspaper. 


INDIANA. 

HE INDIANAPOLIS NEWS prints every day 
week, every month and every year. 
—_ (want) advertisemen a. The 

e 


STAR LEADS IN INDIANA. 


During May,’07, the LbIANAPOLIS STAR carried 
671.87 columns of paid classified advertising. 

The STAR carried 84.90 more columns of classi- 
fied advertising than carried by its nearest com- 
peor. during the same month. 
, oe e STAR gained 308.35 columns over April of 
jast year. 

The INDIANAPOLIS STAR has passed the 100,000 
circulation mark, lates, six cents per line. 





The Lake County Times 


Hammond, Ind. 

“ An in Fo-seDete Evening Paper. Four Edi- 
ons 

The advertising medium excellence of 

the Calumet . Read by all all the pros- 

—e — men and well -paid mechan- 


in has accepted as the 
“Logical 1 Industrial Center of America. a.” 
Guaranteed circulation over 10,000 daily. 











lis papers 
total number it yal in 1906 was 315,300, a 
average of over 1,000 e day, which is 126,029 
more than all the other. Pat jianapolis papers had. 


te — HAUTE TRIBUNE. Goes into 82 per 
cent of the homes of Terre Haute. 








INDIAN TERRITORY, 


RDMOREITR, Ardmore, Ind.Ter. Sworn cir- 
culation second in State, Po; Popular rates. 





A. 


rage for 
eClerque, 


ly. At 
ree 1907, 


ja’s Ger- 
6c, inch. 
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IOWA. 
'}‘HE Des piotnes CaPITAaL guarantees the lar- 


ERSEY CITY EveninG JouRNAL leads all other 
Hudson po ond newspapers in the number 
arried. lt exceeds because ad- 





Ai 


gest city and the largest rag cir 
in lowa, The Want re- 
turns always. ‘he rate isl Sant a m word: by the 
month $1 per line. — is published six evenings 
a week; Saturday the big day. 


HE Des at Lapa 4 od LEADER; only 
morning paper; carries more ‘“‘want”’ 
vertising than any Polher Towa 1 newspaper. One 

cent a word, 





KANSAS. 


Pema. TO REASON, Girard, Kan.; over 
300,000 weekly guaranteed; 10 cents a word. 


MAINE. 
HK EVENING Express carries more Want ads 
than all other Portiand dailies combined. 


MARYLAND. 
fi Baltimore News cafries more Want Ade 
than any other Baltimore daily. It is the 
recognized Want Ad medium of itimore. 


PI oom USETTS. 
be: N EVENING TRANSCRIPT is the great 
~ resort poe op A for ‘New mescanders. * hey 
post . find all good places listed in it ts adver. 
ang columns, 


tet tk ik 


Te pUsTOR nag ORE py A and yrrt pee] for 
906, pri tal of 444 
- want Pg Tere wan again of ok car age Pthe 
year lager and was 201,569 more than 
carried for the year 1906. 


feted te et: 


Q worn AD, 10 ‘cents a d a day. Paty Buren. 
PRISE, Brockton, Mass. Yirculation, 10,000. 


MINNESUTA. 


Ts MINNEAPOLIS TRIBUNE is the recognized 
Want ad medium of Minneapolis. 


The panne ge Daily and Sun- 
day JOURNAL carries more clas- }o0 
sified advertising than an 3 y— — 
Minneapolis newspaper. 
‘ants and no eer nor 


sertion, if c! a 
eo If cash ac- 
com ies order the rate is 1c. a 
wo No ad taken I taken less than 20c. 
CIROLAT!N T= HE MIXNEAPOLIS TRIBUNE i 
the oldest iiencases daily 
and has over 1 subscribers. 
It publishes over 80 columns of 
Want advertigements every week 
at full price (average of two 
pages a day); no free nde: petoe 
covers both morning and even- 


ing issues cents per 
by Lem te 
paper Dt a Tine, Daily or Sunday. 


MISSOUKI. 
T= Joplin Grose carries more Want ads 
than all other papers in Southwest Missouri 
combined, hecause it gives results. One centa 
word. Minimum, lic. 


MONTANA. 
Me Anaconda STANDARD is Montana’s great 
t-Ad” medium; lc. a we. Average 
circulation (1906), 10,778; Sunday, 14, 


NEW JEUSEY. 


T= NEWARK EVENING News is the recognized 
ant-ad Medium of New Jersey. 


EWARK, N. J., FREI ZEITUNG (Daily and’ 
Sunday) reaches bulk of city’s 100.000 Ger- 
mies One cent per word ; 8 cents per month, 





vertisers aaa prompé results, 


NEW YORE. 


TT EAGLE has no rivals in Brooklyn’s 
classified business 


LBANY EVENING JOURNAL. Fastern N. Y.’s 
best paper for Wants and classified ads. 


AILY ARGUS, Mount Vernon. N. Y. Great- 
est Want ad medium in Westcbester County. 


UFFALO NEWS with over 95,000 circulation, 
R. the only Want Medium in Buffalo «nd the 
stro! t Want Medium in the State, outside’of 
New | ork City. 


yf INK, published weekly. The rec- 

d and leading Wantad medium for 

want ad oat jums, mail order articles, advertis- 

novelties, printing. typewritten circulars, 

-- stamps, Office devices. adwriting, half. 

sone making, ractivally anything whicn 

interests and anpeale = advertisers ey busi- 

ness men. Classified advertisements 

a line per issue flat, six po toa =" 


er DatLy STANDARD. Guaran- 
daily average 1906 1906, 7,000. Cent aword. 


0 “onto. 10. 
Y Weaerows VinDICATOR—Leading “Want” 
medium, lc. per word. Largest circulation. 


OKLAHOMA. 


T= OKLAHOMAN, Okla. City, 19,414. Publishes 
more Wants than any 7 Okla. competitors. 


PENNSYLVANIA. 
‘(HE Chester, Pa., Times carries from two to 
five times more classified ads than any 
otherpaper. Greatest circulation. 


RHODE ISLAND. 
HE EVENING BULLETIN—By far the largest cir- 
culation and the best Want medium in R. 1]. 


ROVIDENCE TRIBUNE, morning and even- 
ing, 43,900, brings results, cost the lowest. 


SOUTH OAROLINA. 


tes Columbia STATE (@©) carries 
e more Want ads than any other 
South Carolina newspaper. 


WASHINGTON. 
(QO), Seat Sonttie, 


O8T-INTELLIGENCER 

is the official 
Nosth aa! 
uine want ads 


Directory of the Pacific 

The P.-1. always leads gen- 

because its genuine home circulation among re- 
— want ad readers brin test results 
pong one best es “Classified 

tion, ih ee) dens. 
— Tite for sample “a oe 10c. per 


> CANADA ANADA. 
A ing ay, Montreal. Largest daily circula- 
tion in Canada witnout eoeenten. (Daily 
100.087, Saturdays 117,000—sworn to.) Carries more 
want ads than avy newspapel in 


T HE Dairy TELKGRAPH, St St. John, e. B., is the 
want ad medium ot the maritim: provinces. 

lation and most up to-date pa paper of 
ce Canada. Want - one cent a word. 
Minimum enarge 25 cents 


*|‘HE Montreal Dainty Star carries more Want 

advertisements than ail other Montreal 
dailies combinea. The FamILy HERALD AND 
WEEKLY STAR carries more Want advertisements 
than any other weekly paper in Canada. 


THE Wignioee FREE PRESS carries more 
“Want” advertisements than any other 
as paper in Canada, and more advertisements 
of this nature than are contained in all the other 
daily ay, Dapers published in Western Canada com- 
Rates one = word per day, or four 

ats per word per w: 
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(©@) GoLD MARK PAPERS @@ 








Out of a grand total of 23,461 publications listed in the 1906 issue of Rowell’s American Newspa- 
per Directory, one hundred and fourteen are distinguished from all the others by the so-called gold 


marks(@©). 





ALABAMA, 

THE MOBILE REGISTER (@©). Established 

1821. Richest section in the prosperous South. 
WASHINGTON, D. c. 

Nearly everybody in Washington subscribes to 
THK EVENING AND SUNDAY STAK. Average, 
3906, 35,577 (@@). 

ILLINOIS, 

THE INLAND PRINTER, Chteego, (© ©). 
ual average circulation for 1905, 15,866. 

BAKER: RS’ HELPER (© ©), Chicago, only “Gold 
Mark” journal for bax<ers. _Oldest, best known, 

TRIBUNE (© ©). Only paper in Chicago re 
ceiving this mark. because TRIBUNK ads bring 
satisfactory results. 

KENTUCKY. 

Coen corns eee 
it peopl 


Act- 


LOUISVILLE (©). 


Best paper in city; read read by be best 
MAINE. 
LEWISTON EVENING JOURNAL. daily. Aver. 
for 1905, 7,598(© ©); weekly, 17,448 OO). 


MASSACHUSETTS 

Boaton, Am. Wool and Cotton Reporter. Ree- 
ognized organ of the — and woolen indus- 
tries of America (© 

BOSTON EVENING <einocRiPT ee: estab- 
lished 1830. The only gold mark daiiy im Boston, 

TEXTILE WORLD RECORD (@6©), Boston, is 

noted at home and abroad as tre standard 
p freee textile journal. 

WORCESTER L’OPINION PUBLIQUE (© ©) is 
the leading French daily of New England. 


MINNESOTA, 


NORTHWESTERN MILLER 


(@©) Minneapolis, Minn ; $3 per year. Covers 
milling and flour trade all over the world. The 
only “Gold Mark” milling journai (@O0). 


PIONEER PRESS (©60), St. Paul, Minn. 
reliable paper in the Northwest. 

THE WINNEAPOLIS JOURNAL (© ©). Largest 
home circulation and most productive circula- 
tion in Minneapolis. Carries more local advertis- 
ing, more classified advertising and more total 
advertising than avy paper in the Northwest. 

NEW YORK. 

NEW YORK TIMES (©©). Largest gold-mark 
sales in New York. 

BUFFALO COMMERCIAL (@©). Desirable 
because it always produces satisfuctory results. 

BROOKLYN — THE advertising 
medium of Brook]. 

THE POST peal (©@). Rochester, N.Y. 
Best advertising medium in this section, 

ARMY AND NAVY JOURNAL, (© 6). First in 
its class in circulation, influence’ and prestige. 

ENGINEERING NEWS (@©).—The leading en 
gineering paper in the country.—Press,Clevelund 

Peete vaya AMERICAN Ac} ©) has the largest 

any 1 paper in the world. 

VOGUE a carried more advertising in 1906 
than any other magazine, v weekly or mouthly. 

ELECTRICAL REVIEW (© (© ©) covers the field. 
Read and studied by thousands. Oldest, ablest 
electrical weekly. Reaches the buyers. 

NEW YORK HERALD (©©O). Whoever men- 
tions America’s ieading newspapers mentions 
the New York HERALD first. 


Most 








CENTURY MAGAZINE (© ©). There area few 
age in every community who know more 
han all the others. These people read the 
CENTURY MAGAZINE. 


STREET RAILWAY JOURNAL (©©). The 
foremost win * on city eos interurban rail- 
roading. circulation 8,200 weekly. 
McoGRAW PUBLISHING COMPANY. 


HARDWARE DEALEKsS’ MAGAZINE, 
In 1906, average issue, 20,791 (©O@.) 


Specimen copy mailed uj uest, 

2. MALLETT, Pub., 253 k 258 Kroadw way, N. Y. 

THE ENGINEERING RECORD (©0). The 
most progressive civil a anne A journal in 


the world. Circulation averages over 14,000 per 
week. McGRAW PUBLISHL 3 COMPANY. 


FOREST AND ST STREAM (ce) 


circulation of 
osutes to wealthy thy recreationiets. rw rite 


NEW YORK = = ©). silly | and Sun- 

Established A conservative, clean 

and up-to-date fae, whose readers repre- 

sent inteilect and purchasing powertoa high- 
grade advertiser. 


ELECTRICAL WORLD (06 (©). Established 1874. 
The great international weekly. Cir. audited, 
verified and certified ed the ge of . 
ican Advertisers. weekly cir. durin; 
was 18,827. MoGRAW: PUBLISHING COM ANY. 


PENNSYLVANIA. 

THE PRESS (© ©) is Philadelphia's Great 
Home Newspaper. It is on the Roll of Honor and 
has the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 

paper Sworn circulation of The Daily Press, 
for 1906, 100,548; The Sunday Press, 137,863. 


THE PITTSBURG 
©@ DISPATCH oe 


The newspaper that judicious advertisers 
always select first to. cover the rich. pro- 
ductive. Pittsburg field. Only two-cent 
morning paper —s @ prestige most 
profitable to advertise rgest home 
delivered circwation in ‘Greater Pittsburg. 














RHODE ISLAND. 
PROVIDENCE JOURNAL (@©), a conservative, 
enterprising newspaper without a single rival. 


SOUTH CAROLINA. 

THE STATE (©©), Columbia, 8. C. semen 

quality, largest circulation in South Carolina. 
VIRGINIA, 

THE NORFOLK LANDMARK (©©) is the 
home paper of Norfolk, Va. That speaks volumes. 
WASHINGTON. 

THE POST INTELLIGENCER (©@©). Only 
morning paper in Seattle. Oldest in State. The 
biggest and . Able, alert, always ahead. 

WISCONSIN. 

THE MILWAUKEE EVENING WISCONSIN 
(©), the only gold mark daily in Wisconsin. 
CANADA. 

THE FRE PRESS (©), London, Ont. Morn- 
ing, Noon, Evening. Circu ation over 18,000 daily. 

THE HALIFAX HERALD ( | Fy the EVEN- 
ING MAIL, Circulation 15,558, flat rate. 
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COULD WE DO MORE? 


In February, 1906, the Association of 
American Advertisers examined the 
circulation of the St. Paut PIoNEER 
Press and certified its correctness. 

In 1906 the American Newspaper 
Directory gave the Pioneer Press 
its Guarantee Star. 

In 1907 the American Newspaper 
Directory gave the PionEeEeR Press its 
Gold Marks. 

In June this year A. A. Seaver, 
Circulation Auditor, examined the cir- 
culation and certified its correctness. 
Copies of this report will be furnished to 
anyone upon request. 

There is only one more thing that can 
be done and that is, to invite every ad- 
vertiser personally or by representative 
to examine the Pioneer Press circula- 
tion at any time. The invitation is here- 
with cordially extended. 


The PIONEER PRESS 
is the only exclusive morning 
paper in the Northwest and 
the only Sunday paper in St. 


Paul. 
CONDE HAMLIN, Manager. 


PERRY COTNAM, 
Superintendent of Advertising. 


STEPHEN B. SMITH, PAYNE & YOUNG, 

30 Tribune Building, Marquette Building, 
NEW YORK, CHICAGO, 

Eastern Representative. Western Representatives. 
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If there be any doubt in your mind as to wx |S 
The MOST advertising always goes to the ne wis hm m 


The Trib 


ALL CHICAG 
By More Than Thith 


The following table shows the amount of advertising cde pri 
of 1907 and the gains and losses asfwith 


[STANDARD OF MEASUREMENE LI} 
1906 19 



















TRIBUNE. . . . 15,714.76) 
News .. . 2 2555.70 Re 





Record- Heald + va; 1 2p $4.20 010 


* The total figures for 1907 include free classified, but #8J5.45 


Examiner. . . . . = 7,410.26ff9,4 


** The total figures for 1907 include free classified Buy at 
advertising accepted with cuts as classified advertising and Bij: rz 











Inter Ocean. . . . 6,526.27 45,5 
jowrial 2. s x 56160011 
American. . . . . 4,057.5 Hi, 
Poe. «sh 6a 3 a eas 
THE TRIBUNE Leads its it c 

ing field (The Record-h hy 





THE TRIBUNE Leads ipre 
evening field (The Ney 


The Tribune is the Fine 
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ee 
tows | «ST paper in Chicago, study these figures. 
2 newkh makes the MOST money for tts advertisers. 


e Leads 


CAGWSPAPERS 
Ththousand Columns 


tising cde principal Chicago newspaper's for the first six months 
sses asfwith corresponding period in 1906: 


UREMENE LINES TO THE COLUMN.] 














4.76).335.40 1,620.64 Gain 
5.70 [4,294.69 761.01 Loss 
4-20 $1,039.53 1,414.67 Loss 


ified, but 45.45 columns of Delinquent Tax List. 


0.26 §n,422.44 3,012.18 Gain 


lassified [iy advertising paid for in pianos, furniture, etc., and display 
sing and Mid rates. 


6.27 15,554.93 28.66 Gain 
6.9¢ | 318.54 298.45 Loss 
7-5€ | 4552-73 495.15 Gain 
5-45 [4,173.00 447.55 Gain 





s its it competitor in the morn- 
rd- hy 6,295.87 columns. 


ds iprest competitor in the 
he Noy 3,040.71 columns. 


Fiflewspaper in Chicago 











30 


Printers’ Ink. 


A JOURNAL FOR ADVERTISERS, 


PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 

President, ROBERT W. PALMER. 

Treasurer, GEORGE P. ROWELL. 


t= Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months. On receipt of five dollars four id 
subscriptions, sent in at one time, will be wg 
down for one year each and a larger number 
at the same rate. Five cents a copy. Three 
dollars a bundred. Being printed from stereo- 
type plates, itis always possible to supply back 
numbers, if wanted in lots of 500 or more, but in 
all such cases the charge will be five doliars a 
hundred, 


THE 


ADVERTISING RATES 
Advertisements 20 cents a line, pear! measure, 
15 lines to the inch ($3); 200 lines to the page ($40). 
For specified position selected by the adver- 
. tisers, if granted, double price is demanded. 
, On time contracts the last copy is repeated 
} when new ye | fails to come to hand one week 
' in advance of da i 
Contracts by the month, quarter or year, may 
be discontinued at the pleasure of the acivertiser, 
and space used paid for pro rata. 
Two lines rT adverti t taken. Six 
words make a line. E 
Everything appearing as reading matter is in- 
serted free. 
All advertisements must be handed in one 
week in advance. 


OFFICE: No. 10 SPRUCE ST. 
Telephone 4779 Ceekman. 
London Agent, F. W. Scars, 50-52 Ludgate Hill,E.C 








New York, July 17, 1907. 








Ir your advertisement is inter- 
esting it ought to -have a good 
effect. 


IMPRESSIONISM may be pictur- 
esque and pretty-toned, but it’s 
too foggy as a rule for any last- 
ing recollection. 


THE idea that catches hold of 
you is a scarce product. Just one 


in an advertisement 
effective. 


of that sort 
will make it 


DULLNESS, it has been said, 
not even the goods will pardon. 
A dull paragraph will not invite 
anybody or sell anything. 


Success through advertising 
can be achieved in any business 
if the right methods are used. 
Printers’ INK will give you 
more information in one of its 
fifty-two issues per year than you 
can learn in a lifetime by ex- 
perience. 


PRINTERS’ INK. 


ADVERTISING focus must he 
sharp, with good light on the 
subject, if detail is to be forcibly 
carried to the reader’s mind. 


Tue fable and the proverb are 
frequently cited or parodied in 
talks about the store, to the ad- 
vantage of the advertising story. 


THE advertising departments 
of L’Art de la Mode and Le Cos- 
tume Royal have been placed in 
charge of Crandall & Perine, 
special representatives, located 
at 31 East 21st street, New York. 

The Ralston 

Assisting Health Shoe- 
the Retailer. makers are dis. 


tributing among their agents a 
booklet showing many ways in 
which the retailer is aided who 
desires to advertise. A booklet is 
mailed free of charge to lists of 
men, furnished by the agent, who 
would be likely to buy a $4 shoe. 
Posters are furnished to the com- 
pany’s representatives who are 
willing to pay, the bill-board 
rental, and newspaper cuts to 
tlose who will use them in their 
regular advertising. Street car 
signs, fence signs, electric win- 
dow displays, blotters, transpar- 
encies and other aids are also 
provided. The company further 
co-operates with its agents by 
advertising in magazines.‘ Re- 
garding the magazine campaign 
the booklet says: 

We have been advertising effectively 
and persistently for years in the popu- 
lar magazines, until the name of the 
Ralston Health Shoe is familiar in 
every town and village in this country 
and Canada. 

From this widespread publicity we 
are every month receiving hundreds of 
inquiries, and every such inquiry is 
invariably referred to our local agent, 
if we have one in the town from which 
it comes. Investigation in many lo- 
calities has shown that hundreds of 
people have bought Ralston Health 
Shoes from the local dealer without 
mentioning that they were influenced 
by our National advertising. There is 
not an agent in the Ralston family 
who does not receive direct benefit 
from the magazine advertising. 

Our advertising appears in Mc- 
Clure’s, Munsey’s, Cosmopolitan, Suc- 
cess, Saturday Evening Post, Collier’s. 
etc., etc., aggregating a monthly circu 
lation of over 12,000,000 readers, 
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L. H. Nurtine, 1 Broadway, 
New York, is placing advertising 
for the Southern Pacific Rail- 


road. 
iia 


THe Charleston, S. C., News 
and Courier has been elected to 
membership in the American 
Newspaper Publishers’ Associa- 
tion. 

To-morrow evening the Ad- 
craft Club of Detroit will conduct 
a “Starlight River Party,” to be 
given on the steamer ‘“Colum- 
bia.” 


Tue Pittsburg Dispatch has 
collected a fund exceeding $15,- 
ooo for free ice and milk distri- 
bution among the city’s poor 
children. 











The Chattanooga News 
announces that its 
“high water mark” in 
circulation was reached 
on the Fourth of July, 
when 15,374 copies were printed. 


Tue G. H. Haulenbeek Ad- 
vertising Agency, New York, has 
closed a contract with the Leslie 
E. Keeley Company to place the 
advertising of the Keeley Cure 
in magazines, illustrated weeklies 
and medical journals. 

A New York office has been 
opened in the Times Building by 
the Arnold & Dyer Advertisers’ 
Agencv. Mint Arcade, Philadel- 
phia, and members of the firm 
will spend part of each week in 
New York, attending to numer- 
ous metropolitan accounts: now 
heing placed by this agency. An 
fice has been maintained in 
Boston for several years. 


Monthly 
More July zines arriving 


Magazines. to Jate for in- 
clusion in the regular summary, 
showing amount of advertising 
carried in July, were as: follows: 


maga- 















SEE cis cc odbc cccccstoces 905 21,302 
Business Man’s Magazine 8 18.199 
Outing Magazine a. 5 ee 17,542 
Outer’s Book ........ a 7.983 
Home Magazine (cols 26 7,002 
House Beautiful (cols.). 42 6,095 
Human Life (cols.) 27 5,110 
Philistine:....cccc..cccoose 217 1,020 


Frank E, SANpDs, treasurer of 
the Journal Publishing Co. of 
Meriden, Conn., has been elect- 
ed vice-president of the Business 
Men’s Association of that city, 
and E. E. Smith, general mana- 
ger of the Morning Record, has 
been elected treasurer, 








I RECENTLY had the opportun- 
ity of examining an advertiser’s 
records, which showed that his 
largest sales for any month in the 
year were in October. The only 
explanation was that this was the 
accumulative result of the adver- 
tising he had done in the summer 
months. Many advertisers are, 
however, opposed to advertising 
in the summer months. Some 
have reasonable grounds for this; 
some simply cancel their adver- 
tising because others do it, or be- 
cause they’ve heard it doesn’t 
pay. People eat, drink and live 
in the summer, and buy goods, 
just the same as they do in the 
winter. Many read more in 
summer, than in winter, because 
they have more time to spare.— 








Leonard Darbyshire, Publisher 
Spare Moments. 
Tue Franklin Society, New 


York in sending out semi-annual 
checks for interest earned by de- 
posits, encloses this little warn- 
ing from Dooley, slightly re- 
vised, against the dangers of 
glittering investments : 


“It’s th’ people that ar-re thryin’ to get 
something f’r nawthin’ that end in gettin’ 
nawthin’ f’r ivrything,”” said Mr. Dooley. “I 
niver can burst into tears whin I read about 
some la-ad bein’ robbed be aconfidence game. 
Canada Bill, Gib Fitz or Mrs, Chadwick niver 
got anny —— fr’m square people. A man 
that buys a goold brick thinks he is swindlin’ 
a poor Indyan that don’t know its value; a fel- 
low that comes on to buy f’rfive hundherd 
dollars tin thousan’ dollars’ worth iv some- 
thing that is so like money ye can’t tell th’ 
diff’rence is hopin’ to swindle th’ governmint; 
th’ foolish man that falls f’r th’ three card 
thrick has th’ wrong card crimped f'r him whin 
th’ dealer’s back is turned; an’ th’ shell wur- 
ruker always pretinds to fumble an’ carelessly 
show th’ farmer which shell th’ little pea 1s 
undher. I rayfuse to sob over thim poor, Un- 
fortunates anny more thin I wud over th’ rest- 
less capitalist who loses his all ina wire-tap- 
ping entherprise. Whin a man gets more thin 
five per cintf’r his money, it’s a thousan’ to 
wan he’s payin’ it himsilf. Whiniver anny- 
body offers to give ye somethin f’r nawthin’, 
or somethin’ f'r less than it’s worth, or more f’r 
something thin it’s worth, don’t take anny 
chances, Yell f’r a polisman.” ; 
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W. H. Hayden, 
W. H. Mayden advertising mana- 

Killed. ger of the Bos- 
ton & Maine railroad, was killed 
on July 8 in a runaway accident 
in the White Mountains. 

Mr. Hayden was a New Eng- 
lander by birth, and began his 
railroad experience eleven years 
ago with the Boston & Maine, in 
the advertising department. Five 


years ago he became advertising 
manager of the Jersey Central, 
leaving the first of this year for 
the road he formerly served. He 
was a young man, and possessed 
exceptional ability in the railroad 
advertising field. 


Tue Pittsburg Dispatch re- 
cently scored a journalistic 
“scoop” on its contemporaries in 
proving that the woman who 
died in a Los Angeles hospital, 
under mysterious circumstances, 
was Bertha Beilstein, the matri- 
cide, whose crimes and career 
made several chapters of the 
most thrilling newspaper reading 
that ever developed in the Pitts- 
burg territory. After killing her 
mother and attempting suicide, 
and after several other tragedies 
in the Beilstein family, including 
a: suicide, Bertha was tried and 
confined in an asylum. She 
made her escape, and at the time 
no trace of her could be found, 
although the authorities and all 
the newspapers hunted  every- 
where for her. The Dispatch 
finally located her in Los Angeles. 


MIDSUMMER HUSTLE. 


We have reached the time of 
year when people have made up 
their minds. to quit spending 
money until fall. 

That means a dull season for 
you unless. you have methods that 
will make it otherwise. 

You must make the people feel 
that they. can actually make 
money by going to your store 
and letting loose some of the 
change they are squeezing so 
hard. 

There are many plans for con- 
verting midsummer dullness into 
midsummer activity. At the bot- 
‘om of all of them is work, the 


PRINTERS’ INK. 


great principle that must be em. 
ployed at all times if we are to 
get anywhere. 

You must do things to your 
store that will make the season 
different from a trade standpoint 
from any other part of the year 

Summer clearance sales are 
good, but summer clearance sales 
do not always work. Clearanc 
sales suggest lines whose season 
is passing. 

To make business you must 
offer lines that people want now. 
And offer them at prices that 
will attract. 

Consider the little things. You 
cannot arouse enthusiasm among 
your people in midsummer on 
big figures. Even the dollar class 
is too high up in a time of year 
when people are pinched hard. 

Go through your stock and 
pick out a list of articles that can 
be sold for small amounts. Make 
them the leaders in your adver- 
tising and cut the price to the 
bone. 

If you have not enough of such 
items in stock invest a few dol- 
lars in new stock that will 
answer the purpose. Give such 
lines a leading position in the 
store. Rearrange your stock so 
that as many items as_ possible 
costing little money can be given 
a prominent place. 

Mark everything in plain fig- 
ures and use good price tickets. 
Work the show windows to the 
limit. 

People will spend __ nickels, 
dimes and twenty-five cent pieces 
in midsummer if you furnish the 
inducement. While they are 
spending the small coin they may 
occasionally make purchases 
reaching into larger amounts. 
On that basis you must frame 
your efforts for midsummer busi- 
ness. 

It requires much work and 
much planning to make _ your 
midsummer efforts produce re- 
sults. You can get the results 
by working on the items whose 
cost is low. You are likely to 
be disappointed if you talk big 
figures, no matter how good a 
bargain it may be or how great 
the sacrifiee.—Commercial Bulle- 
tin. and Northwest Trade. 
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Charities and the Commons, If you have made a hobby of 
New York City, announces a your business, probably your 
special park and _ playground competitors are going around 
number for its August maga- wagging their heads and explain- 
zine issue, which appears on ing that your remarkable success 
August 3. is due to luck. 

— If a man makes a_ hobby of 

Last week, Tuesday, the Ad anything and bestows enough 
Men’s Club of Springfield, IlHin- persistence upon it, he achieves a 
ois, gave-a luncheon at the Illin- degree of success which the un- 
ois Hotel in that city. Nicholas thinking, determined to account 
Roberts is president of the or- for it in some way, ascribe to 


ganization, luck, 
I have a hobby of my own. For 


several years I have been devot- 
ing more of my time than other 
people thought was really neces- 
sary to the study of the great 
Problem of Printing. 
I have tried to find out. why 
—_ kinds of printing will pro- 
uce wonderful results for some 
an E Ber og 2 a people and fall distressingly flat 
cember last 18,763 paying sub- wT see gies a : [00 a 
ber, On the tet Jin te wong’ plan hy ‘wh two 
a gain of eighty-four per cent in be possible to determine just 
a saat a a ol Al what sort of copy, illustrations, 
k “ composition, arrangement and 
menace. binding constitute what is loosely 
, called “good printing” for all the 
Fi 4 Rage gigs ag —, kinds of business with 
, : which I have come in_ personal 
a "7. aoe te contact—and there are a good 
at $200.00, fully paid. “The ad- "With a eotrect solution of ths 
Pg ox Rnd “ < lie Build. Problem of Printing in view I 
: Chi , q - have surrounded myself by the 
ing, icago. best talent I could secure—the 
_ = oy, right men to take care of each 
On June 25 fire visited the pranch of the work from its con- 
ig joes : . ma i a —_ ception to its insertion in the 
; We ANe Sos s nvelopes. 
Shiloh Family Remedies. The : Te sani of my study and 
blaze was due to the explosion experiments have been both in- 
of 8 barrel of lemon extract and resting and valuable, and wl 
eae Prag ~ De gia o get in communication 
joining buildings of the plant. with the individual who is not 
, it seeking information. merely to 
To HeLp the retailer sell ice add it to his collection, but who 
cream freezers and washing ap- wants to avail himself of the best 
paratus, the Richmond Cedar possible assistance in securing 
Works, Richmond, Va., has just for his business a class of print- 
issued a series of three striking ed things which will bring the 
window __ posters hf Guernsey most results for _ money. Such 
Moore, whose work as a cover are invited to address me _ per- 
artist is familiar on leading sonally. 








Wa ter G. Homes, formerly 
manager of the Memphis, Ten- 
nessee, Commercial Appeal now 
occupies the same position with 
the Matilda Ziegler Magazine for 
the Blind, New York City. 























magazines. It is said that these GrorcE’ ETHRIDGE, 
posters, in design and’ execution, TH— ETHRIDGE COMPANY 
surpass anything that’ has here- N Uni Seuwe : 
tofore been offered the retail o. 41 Union uare, 


hardware trade. New York City. 











REACHING THE PEOPLE~ 
GETTING THE TRADE 
DIRECT, 





HOW AN -UP-TO-DATE SHOE REPAIR- 
ING CONCERN ATTRACTS ITS 
TRADE TO ITS BIG STORE BY TALK- 
ING THROUGH ITS FRONT STORE 
WINDOWS, 





Many a pedestrian along the 
south, or “show” side of 125th 
street, this city, has been attrdact- 
ed, or rather arrested, by the ex- 
positional display. made at No. 
58, a double, entire length, store, 
devoted to the business of the 
“New York Shoe Repairing Co.” 


Generally, one whose thoughts 
or needs are directed towards the 
repairing of his shoes, associates 
the place of repair with a dark, 
disagreeable basement, or a 
stuffy cabin, usually occupied by 
a cobbler of foreign tongue. But 
here is a_ veritable up-to-date 
store, furnished with every rna- 
chine used in the manufacturing 
and repairing of shoes, with a 
force of twenty-five hands, paying 
a rent of $5,000 annually on a 
long lease, and earning forty per 
cent upon its investment. Close 
to the windows ‘are soleing and 
heeling machines, handlec by ex- 
perts; and these are objects of 
much interest to the people who 
stop to watch their operation— 
and read the “talk” in the win- 
dows. 

For the proprietor talks through 
his windows to his patrons. An 
attractive window display is a 
good thing; but the utility of the 
location to talk to the passers-by 
h.; not been seized upon to such 
an extent as it seems it might be. 
There is Tom Murray in Chica- 
go, and here Alfred Sommerville, 
manager of the New York Shoe 
Repairing Co. to remind us 
that one may make himself fam- 
ous, and become popularly known 
by .a discreet utilization of the 
front window. To do this needs 
the advertising instinct, or nose; 
and that needs brains, or the 
faculty of expressive aphoristic 
facility. The front-window wri- 
ters named being so gifted, we 
are favored with examples of 
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breezy adology—adology that at. 
tracts, arrests, sticks, and sends 
the possible customer away with 
food for thought; something to 
remember; something that in the 
present case, will induce him, the 
next time he unlaces his shoes, 
to turn up the soles and heels, 
and examine them to see if they 
need the services of this almost 
automatic repairing _ establish- 
ment. For this is what it is— 
it reminds one of an exposition 
exhibit of almost intelligent ma- 
chines, imperceptibly controlled. 
And the absolute workmanship 
of these machines is backed up 
by statements made in the front 
window talk. In a conspicuously 
red-painted bulletin board, ob- 
long and of sufficient depth to be 
impressive, one is told: 





If You are 
Busted— 
See Carnegie. 





If Your Shoes are 
“Busted” 


See Us, 











And everything can be done 
“While you wait.” There are 
ladies’ and gentlemen’s waiting 
rooms. Here and there one is 
told that here— 





Stitching a shoe takes only 6 
minutes, 

Heeling a shoe takes only 10 
minutes. 

Whole-soleing and heeling 20 
minutes. 

To do the /as¢ it takes a shoe- 
maker from 3% to 4 hours, 











Some of the special talks on 
shoes reminds us of the proverb 
about “sticking to one’s last.” 
These talks are printed on can- 
vas, stretched on frames- about 
three feet deep by four wide, and 
can readily be “digested” by the 
reader. One says: 





Ready Maves are going down 

In Quality as fast as 

Leather is going up. A good 

Custom Made is always the 
same, 


A Farr Price anp A Goop 
HOE, 
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Others are: 





a 


SHok SHapg TuHat Stays 
In SHAPE. 

Shape your mind to the Fact 

That our Shoes last two years, 

And Fit the Foot, and don’t 

Give the Foot a Fit. 








A Man with Brains enough 
To get a Headache 

Realizes that as fast as 
Material goes up 

Ready Mades must 

Either Go Up in Price 

Or Come Down in Quality. 








365 days in a Year, 

At % acent a day—$1.82; 
Just the Difference— 
Sy 

Between Ready Made 

And Custom Made in Price. 
Half a cent a Day 

Is just enough to 

Make your Feet Glad, 








You go to Dressmakers and 

Tailors for Individuality 

And Designs. Why not 

Come to us for the same in 
Shoes? 











That these methods accomplish 
the desirable end in getting trade 
is evident. The stacks of order 
tags piled up in front of Mr. 
Sommerville, as the writer was 
interviewing him, was proof 
ample of his statement that this 
store was paying so handsomely: 
Necessarily, perhaps, for “it is 
the largest store in the world of 
the kind, and the only’ place pay- 
ing such a rent for shoe repair- 
ing.” 2 

These “signs” are effective: 
accomplish their object—in  se- 
curing a constant stream of pat- 
ronage. So successful is this 
store that the pr..ent company, 
capitalized at $50,000, is being 
“nationalized,” its capital in- 
creased to $500,000; so that 100 
stores may be opened up through- 
out the country, under the title 
of the National Shoe Repairing 
Co. ‘Mr. Whalen, president of 
the United Cigar Stores Co., has 
carefully looked into the busi- 


ness done in this place, and is 
interested in the nationalizing of 
the enterprise. 

These facts were also brought 
forcibly before the public by large 
oblong _ bulletins. The public 
was invited to subscribe, up to 
June 30. That this should be a 
popular industrial would seem 
natural and certain. But that was 
not what the writer wanted to 
discant upon—but to show how 
a storekeeper can talk to his 
customers through his front win- 
dow. By watching the window- 
talk we may soon hear about the 
new offer of selling Custom 
Mades upon the small payment 
a month plan. 

Rospert C. AULD, 
—__+o>—__“_—_— 
BUYING GOLD BRICKS. 


The professional confidence man, 
who makes it his business to separate 
the unsophisticated from their money 
by the sale of gilded bricks, which he 
represents as solid gold, never counts 
upon making a second sale to the 
same customer. Therein he is like 
the dealers in imitation of advertised 
commodities. When you allow  your- 
self to be persuaded to take ‘“‘some- 
thing just as good” as the standard 
commodity you ask for you are most 
likely to find yourself the owner of a 
gold __ brick. Your only protection 


against the wiles of substituting mer- 
chants is to stick obstinately to the 
proposition that you know what you 
want better than they 
Philadelphia Record. 


—+~»>—__—_—_ 
saietiensiaaad EXPRESSION IL- 


do.—The 


USTRATED. 





REACHES THE HOME CIRCLE IN ALL 
PARTS OF THE COUNTRY. ~ 
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number of laundries, about 4 
dozen in fact, and the amount of 
HOW A WESTERN LAUNDRYMAN regular custom work, that is 
MADE ITS LAUNDERING A PAYING shirts, collars. and cuffs, etc, 
SPECIALTY BY THE USE OF NEWS- which each can. obtain is necess- 
PAPER ADVERTISING. HIS STORY arily limited. We had our share 
OF THE METHODS AND COPY USED. of this, and perhaps a little more, 
= . , two years ago, but we still want- 
“There is opportunity for the ed more work and in looking 
building up of a large trade in around for some line of work to 
every city in the laundering of specialize in, were rather attract- 
ladies’ clothing, which as a rule ed to the laundering of ladies’ 
has not been given much atten- clothing. 


tion by the steam laundries,” said 
a prominent laundryman in one 
of the middle western cities to the 
writer a short time ago. “Shirt, 
collar and cuff work and _ the 
family washing has seemed to sat- 
isfy most of the concerns engaged 
in this business, but it is a smal 
part of that which they could ob- 
tain if they were willing to ad 


“We had always had a_ good 
trade, though not-as large as we 
desired in the laundering of shirt 
waists, duck and pique skirts, 
ete., but occasionally we would 
get a bundle containing other ar- 
ticles of ladies’ underclothing as 
well, and we made up our minds 
that it might be possible to in- 
crease this’ latter class of work, 


totheir plants the equipment nec- and the waist and: skirt work 
essary for this particular class ajso. There are two reasons why 
of work, take the trouble and we thought so. First, every 
loves dainty undergar- 
and when she has them, 
she wants them to look their very 
i best. Next, fancy clothing of this 
date, result-bringing advertising nature is very hard to iron nice- 
-campaign for the trade. I know ly; it is impossible, in fact, for a 
whereof I speak, for I have done woman to begin to iron it as 
a little something along this line nicely at home as our expert 
myself.” operators do. That is because 
Judging from the busy appear- the average housewife neither has 
ance of his plant, at ‘the time the the skill or the appliances that 
writer visited it, he had. Long are necessary to do the work as 
rows of machinery, operated by well as we do it. “hid 
deft-fingered girls, flanked by in- “To get the work, we first. put 
numerable ironing boards, each our prices down to a figure which 
one of which was in use, and all we calculated would leave us a 
engaged in the ironing of little profit if we could get a 
women’s clothing, such as skirts, certain amount of the work to 
shirt waists, articles of dainty do. he’ prices were consider- 
lingerie, etc., presented to the ably lower than the average laun- 
writer's eye actual evidence that dry list price, and they had to be 
such a part of the laundry busi- or we would not have obtained 
ness could be built up to consid- enough of the work to do, to pay 
erable proportions. us for our trouble, for the most 
“Tt is a_ ticklish business, of the laundries put a price on it 
though, to get a start in,” he add- that is almost. prohibitive. 
ed, “and although we now give “Then we set out to do. such 
to our newspaper advertising the good work that we could make it 
greater part of the credit for the an object to the woman to have 
volume of the business which we the work done at the laundry. 
have built up, it might surprise We had little difficulty in doing 
you to know that it was only this in some respects, and we had 
after about every other means of a whole lot in others. The wash- 
drawing trade had been tried out ing and the starching were easy: 
that we ‘adopted it. we could beat. any kind of hand 
“Here in this city there are a or machine work at this, We 


care that is needed to turn out woman 
work that will satisfy their pat- ments, 
rons and go to the expense of 
conducting a progressive, up-to- 


- 
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had absolutely no bother from an interesting way, the story of 
goods torn in their washing, and how we do this work and we find 
we gave the goods a beautiful no lack of things to talk about. 
clean, pearly“ white color. We Some of the very best arguments 
made quite a hit with the starch- that we have used have been 
ing too, getting the work a nice about our employees. We tell 
even stiffness, and after a little for example, what a hard time we 
experimenting succeeded in fixing have in getting competent iron- 
upon a degree of stiffness that ers, making it plain at the same 
seems to suit all our patrons. It time that we do get them, and 
was the ironing that gave us incidentally making the ads call 
trouble, we simply could not get attention to our strict system of 
good hand-ironers for a time. inspection on such work. We 
Finally we hit upon the plan of tell about the amount of time 
using what we call sleeve and that is spent by the girls ironing 
body ironing machines on the such garments, how the electri- 
plain parts of the goods, and of cally heated irons which we use 
finishing up the more complicated keep an even temperature, making 
parts by hand, and of inspecting 

every garment carefully before ar ae im 
it was wrapped for delivery. We are not satisfied with having our work 

“We finally got the work upto perfect when it leaves our laundry. 


the standard that we had set for We want you to receive it in as fresh, dainty 
and beautiful a condition as when our inspec- 


it, and then we began to look for tor*passes” it for delivery. 

the increase in business, It came, So we send it home to you in a stiff paste- 

but not in the amount that we board box, which won’t crush and allow gar- 
: ment to be mussed or mashed, spoiled by care- 

1 d ted 

desired or expected. less handling, or soiled by becoming un- 
“We had depended upon the wrapped. 

work itself to do what advertis- No charge for the box. 

ing we needed, and we were loath aa elena elit 

to believe that with the quality Ladies’ Work Our Specialty. 

of the work that we were turning WE INSPECT THE IRONING OF 

out, and at the prices that we YOUR WAISTS 


were charging, that this would critically, so critically that we always have 
trouble in obtaining hand ironers whose work 


not be enough. But it did not will come up to our high standard. 
prove to be. But we do get good ironers, and when 
“We then tried circular letters we, get them we improve them, make shi.t 
for a while, sending them to [etsrrsof them in fact, and then keep 
women, but we could not seem to If you want to see how beautifully your 
reach the number or the ones most elaborate shirt waist cam be ironed, send 
that we needed to reach. Finally “ Nicos oes on 
after some other experimenting, DOMESTIC LAUNDRY. 
mostly along the line of personal Ladies’ Work Our Specialty. 
solicitation, we tried newspaper - - 
advertising, and we obtained fair impossible work that has a rough 
results from it from the very dry finish from the iron being 
first. But we made the mistake too cold, or scorching from the 
of only using general copy at iron being too hot. We call at- 
first, that is, copy that’ simply tention tothe system of inspection 
stated that we did this class of which we have, which not only 
work. The results did not alto- keeps our work up to a uniform 
gether satisfy us so we made a standard but also helps us in 
change in our copy—we began to weeding out careless and incom- 
go more into details about the petent employees. Besides, in the 
work and added a few lines about ironing of the clothes, we find 
our low prices. Finally, we got material for good copy in the 
the copy of the ads down to washing and starching processes 
about the style of those we are also, especially in connection with 
now using and we began to get the color or degree of whiteness 
such results as we had wished which our work has and in tell- 
for. In regard to writing the ing of the even stiffness given it. 
copy of the ads, we simply tell in “One of the early problems 
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which we had to solve was the 
question of delivering the goods 
without mussing them. It was 
impossible to do this by wrapping 
them in paper and tying them up 
with twine. We tried a scheme 
of delivering the goods unwrap- 
ped in baskets but this was such 
a nuisance to all concerned that 
it would not do either, so we 
finally decided to use pasteboard 
boxes. These we not only found 
were perfectly satisfactory, but 
they also gave us the material 
for a very strong advertising 
campaign for the work on the 
basis of their use, explaining the 
value of this feature in keeping 
the finished work from becoming 
mussed or mashed in delivering, 
etc. Infact; the adoption of this 
method of bundling the goods for 
delivery, and the use which we 
made of it in-our advertising, in- 
creased our business over twenty- 
five per cent in the first month 
after we adopted it. 
“The warmer months 


are the 


time when the largest amount of 
this work is done, especially from 
June to October, and it is during 


these four summer months that 
we do our heaviest advertising. 
We often use space as large as 
ten inches deep and three col- 
umns wide in the Sunday papers 
during these months. For our 
regular advertising we range in 
space used from’ four inches 
single column to six inches 
double column, changing the copy 
of the ads about three times a 
week. We are position cranks 
and our ads are always found 
next to reading matter on the 
page with the society and other 
local news that is of interest, 
more particularly to women, for 
we make our appeals for this 
class of work directly to the 
women and do not care to inter- 
est the men in it at all. 

“We use illustrations frequent- 
ly, always in our Sunday adver- 
tisements. .and usually in the 
larger ads run during the week, 
but we -limit them to cuts of such 
garments as we launder. Most 
of the cuts we secure from a 
syndicate cut house which sup- 
plies department stores, and we 
pick out those cuts which pic- 
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ture especially stylish garments 
or those particularly hard to iron, 
and we find that they serve our 
purpose far better than anything 
which we have seen elsewhere. 

“We confine our advertising 
almost exclusively to the news- 
papers, the only- other medium 
which we use at all being package 
slips placed in our regular cus- 
tom work patrons’ bundles call- 
ing attention to this special class 
of work, and which, by the way, 
we consider more than half a 
loss, as about one half of these 
reach unmarried men. These last 
slips we use very carefully. For 
example, we use them according 
to seasons, and in some cases to 
correspond with local events. We 
feature ‘commencement garments’ 
during that season, ‘picnic gar- 
ments’ at various times, and 
write the other various slips on 
the subject of the different styles 
and kinds of garments worn dur- 
ing the summer. We also put 
into the boxes containing shirt 
waists a slip on the subject of 
laundering undergarments, out- 
side skirts, etc., and vice versa. 
This makes an-average of two 
slips to the package, and while it 
is a trifle expensive we really be- 
lieve, judging from the results 
that we have succeeded in trac- 
ing to this advertising, that it 
pays us well to do it. 

“We figure that our advertis- 
ing has made this specialty the 
success that it has been, for we 
are convinced that without it we 
could not have obtained the vol- 
ume of trade which we have now. 
Nor do we feel that we could af- 
ford to drop it now, or that if 
we did we could hold our own. 
We watch our ‘usiness very 
carefully and plan our advertising 
each week with the idea of mak- 
ing it of the utmost possible 
value, for the secret of making 
money in this business lies in 
doing the largest possible volume 
of work each week at the least 
possible expense; and as our ex- 
penses are practically the same 
every week during the season, 
every additional garment that we 
can secure to launder will add to 
our profit to a certain extent.” 


W. R. Hybe. 
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SELF ADVERTISING BY 
NEWSPAPERS. 


Should newspapers use _ blot- 
ters, novelties and methods other 
than space in their own and other 
mediums? There is a nice ques- 
tion—a question which involves 
the consistency of the solicitor 
who argues that newspaper ad- 
vertising ‘is all-sufficient because 
everybody who can read reads 
the newspapers. Certainly the 
newspaper which claims to cover 
its field can hardly need better 
or wider publicity for local busi- 
ness than is available in its own 
columns. And the one whose 
field is divided with a competitor 
can reach its possible readers 
and advertisers most directly 
and economically through the 
competing paper. But even the 
newspaper—even the daily news- 
paper—likes to keep some remind- 
er under the very nose of its ad- 
vertisers and possible advertis- 
ers; so, perhaps, when the pub- 
lisher is asked about the useful- 
ness of blotters, novelties, etc., 
he should say frankly that they 
have their uses as_ auxiliary 
methods, and use them himself 
if he chooses without risk of be- 
ing inconsistent. 

The Daily Reporter, Fond du 
Lac, Wis., doesn’t hesitate to in- 
dorse circulars, blotters, calen- 
dars, ete., as economical and ef- 
fective methods for keeping in 
touch with prospective advertis- 
ers. Doubtless it has found such 
means most effective in appeal- 
ing to foreign advertisers who, 
naturally, are not readers of the 
paper and know little or nothing 
about it from personal inspec- 
tion. Probably, in many cases, a 
copy of the paper itself would 
fail to reach them, or would get 
no attention if it did, whereas, 
the circular may have a much 
better chance of getting in and 
getting a “hearing.” Here is 
what the Reporter says about the 
methods referred to: 


Editor of Printers’ INK: 

Dear Sitr—We are inclosing for 
your inspection copies of our adver- 
tising for this month. 

For the. past two years we have been 
mailing -to prospective . advertisers, 


some reminder of the Reporter every 
month, which has proven a good busi- 
ness _ bringer. 

If you care to make mention of 
same the favor would be appreciated. 
Yours respectfully, 

Tue Reporter PrINTING Co., 
(Signed) Emery Martin, Adv. Mgr. 





The specimens submitted’ con- 
sist of a folder of ordinary en- 
velope size; a blotter of similar 
size, bearing a calendar for a 
single month; a large, coated 
blotter, also bearing a calendar, 
and a sheet 13% in. deep by 14, 
in. wide, printed in red and black 
and headed “The Daily Reporter 
Rate Talk,’ with a sub-heading, 
“Sample part of paper showing 
how ads are located.” The sheet 
is made up in five-column form, 
the two outer ones being ads, and 
the other three news matter, ex- 
cept a space of four inches single 
column, in the center, in which 
the following appears, in red: 





SPACE THIS SIZE. 


$ 8.00 
30.00 
48.00 


4 in. 
1 Month Every Day, 
6 Months Every Day, 
1 Year Every Day, 
Position our option. 
We allow one change a week at no 
extra cost. 
For further particulars. Phone 631. 





In one of the outer columns is 
a 14 in. single column display, 
also in red, reading like this: 


SPACE THIS SIZE. 
1 Month Every Day, 
6 Months Every Day, 
12 Months Every Day, 





$ 2.00 
7-50 
12,00 





And then, running clear across 
the bottom of the sheet, is the 
following somewhat old but still 
serviceable advertising argument: 





Would you listen if some one showed: 
you how to make $100? 

That’s what we want to do when we 
ask you to advertise in the Reporter. 
Keeping your’ name before.the public 
is bound to bring you business, and 
business is bound to make you money. 
The more business the more money. 

Reporter ads will keep your name 
before the buying public of Fond du 
Lac. Sample ads above show our 
rates are moderate. We furnish special 
advertising cuts free. 

For further particulars on _ rates, 
*phone 631. 

THE REPORTER PRINTING CO., 
Publishers the Daily Reporter and the 
Saturday Reporter. 


The idea is good—particularly 
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good when addressed to the many 
small. possible advertisers who 
have no idea as to the cost of 
space, or think the cost much 
greater than it is. But it would 
seem that the argument below, 
from one of the blotters, together 
with the testimonials in the fold- 
er, would have made a much 
stronger appeal than the matter 
printed above: 





INCREASE YOUR BUSINESS. 
Advertising in the Reporter will 


do it. 

The Reporter is read by two-thirds 
of the people in Fond du Lac every 
night, Published for the past twenty- 
four years under the same manage- 
ment. 

Circulation books open. ’Phone 631 
for advertising rates. 

We guarantee a reply to our want ads 
or money refunded, 





And perhaps a more definite 
circulation statement than, “read 
by two-thirds of the people in 
Fond du Lac every night,” would 
have been more satisfactory to 
the possible advertiser. It would 
seem, too, that the Reporter 


should make more noise with its 
guarantee of a reply to each want 


ad, or money refunded. 

For real space-selling value, 
the scheme outlined below com- 
mends itself. It is practical and 
much stronger than the one just 
referred to, because it indicates 
the possibilities for business from 
neighboring towns through ad- 
vertising in the Evening Messen- 
ger, and, in that way, creates an 
interest which, sooner or later, is 
likely to be expressed in requests 
for rates and further informa- 
tion: 

MESSENGER PRINTING Co., 
Publishers of Daily and Semi-Weekly 
Messenger. 

Fort Dopce, Iowa, 
Editor of Printers’ INK: 

Dear Sr1r—Enclosed herewith you 
will find a folder which we send out 
each month to the business men of 
Fort Dodge. We try each month to 
send out something different in the 
way of information which will be of 
benefit to the advertiser—that will en- 
able him to advertise more intelligent- 
ly and know what the Messenger can 
do for him. This month you will 
notice that we have given him the 
number of tickets sold from the neigh- 
boring towns to which the Messenger 
goes so that he can appreciate the 
volume of traffic into Fort’ Dodge from 
these towns. ‘Next month we will 


have something different for him to 
consider. 
_In each of the folders mailed, we 
give the detailed statement of circula- 
tion, sworn to. In asking them what 
we can do‘for them, we let them know 
that we will render them any assist- 
ance we can that will be of benefit to 
them. We will write their ads for 
them, change them daily if they wish, 
help them to plan a sale, or offer sug. 
gestions for a sale, provide them with 
catch phrases, or criticise their copy, 
Very truly, 
MESSENGER PRINTING Co., 
(Signed) James E. Downing, 
Adv. Mer. 





The cover is not particularly 
strong in its wording, which is, 
“Don’t Throw This Away. Read 
It Over [wice.” It would seem 
that “They Buy in Fort Dodge— 
Do They Buy of You,” “Are 
You Getting Any of This Busi- 
ness,” or something of a similarly 
suggestive nature would — have 
been much more likely to awaken 
interest, and quite as likely to 
whet curiosity. But the body of 
the circular, printed on the two 
inside pages is good, though of 
course it is not strictly up to the 
label of “Private Information.” 
It runs like this: 

PRIVATE INFORMATION. 

Here is a little private information 
for your own use. You probably have 
had no occasion to inquire into the 
number of people who come to Fort 
Dodge from the neighboring towns. If 
you have not looked into the matter 
you will be surprised. During the 
month just passed the railroads sold 
5,792 tickets to Fort. Dodge from 
thirty-five of the following towns: 

Clare, Duncombe, Eagle Grove, Cal- 
lender, Moorland, Somers, Gowrie, 
Badger, Dayton, Kalo, Otho, Har- 
court, Burnside, Humboldt, Pioneer, 
Gilmore, Rolfe, Clarion, Webster City, 
Judd, Pilot Mound, Boxholm, Lehigh, 
Knierim, Rockwell City, Rinard, Lan- 
yon, Thor, Manson, Evanston, Poca- 
hontas, Barnum, Vincent, Industry, 
Brushy. 

Have you any wr of knowing how 
many of these people came into your 
place of business? Have you made 
any special effort to attract people 
from these towns to your store? Do 
you realize the value of this business 
to the retail merchants of Fort Dodge 
and don’t you think it would pay you 
to at least try to land some of this 
business for yourself? 

The Evening Messenger goes to 
everyone of these towns six days in 
the week. 

1,614 of its readers are outside of 
Fort Dodge—only 208° of this number 
are farmers. The remainder are in 
these neighboring towns. . 

1,568 napers are delivered by carriers 
in -Fort- Dodge. 

Can’t. we get together this month 
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aid start a campaign for more _ busi- 

ness? Js there any way we can help 
? 

yous 





Then, on the back is a sworn 
statement showing the number of 
copies printed each business day, 
and the daily average, for the 
preceding month. All of which 
looks very good. 

The Baltimore News, Balti- 
more, Md., has conducted, in its 
own columns, a very persistent 
and somewhat “different” cam- 
paign for classified business. Its 
character is best shown by the 
following reprints which, in the 
originals, occupied from five to 
ten inches, double column, and 
were set in a plain type that is 
very easy to read: 


TO THE LADIES. 

Advantageous presentation is afford- 
ed advertisements particularly intend- 
ed for the fair sex in the “To the 
Ladies’ column on the News’ classi- 
fied pages. 

Seamstresses, modistes, masseuses, 
hairdressers and others whose services 
or commodities appeal to ‘“‘milady”’ can 
find no better medium than _ this 
column. 

No objectionable advertising is al- 
lowed to creep in among these notices. 
Your announcement in the “To the 
Ladies’ column is sure to be in good 
company. It is also sure of respectful 
attention on the part of that portion 
of the community it is designed to 


reach, 
PUT IT IN THE “NEWS.” 





pass that way and accidentally look 
toward it. 

Put a little Want Ad in the “Board- 
ers Wanted” or “Rooms For Rent” 
or “For Sale or Rent’? columns of the 
News. How many people see that ad? 

Tens of thousands of News readers 
——people who are looking for it—peo- 
ple who want the house or the accom- 
modations you have to offer. 

No wonder folks are beginning to 
realize the value of classified advertis- 
ing. 

PUT IT IN THE “NEWS.” 


THE CLASSIFIED. 





THE USES OF 

Few people realize the scope of 
classified advertising. 

From ‘Boarders Wanted” to “Real 
Estate For Sale,” and from “Religious 
Notices” to ‘“Help—Solicitors and 
Salesmen’”’—in fact, the whole range 
of human desires and _ necessities is 
compassed in the classified columns. 

If you’ve a house for sale—if you 
want a domestic—if you’re out of a 
position—if you are _ seeking invest- 
ment opportunities—if you want to 
advertise your business at small cost— 
if you want to buy or sell anything 
that anyone else is likely to bargain 
for or nurchase—if you want anything 
from a bird to an automobile— 

You can get in touch with tens of 
thousands of readers of the News by 
inserting a little Want Ad in _ the 
classified columns. 

There is no surer medium—there is 
no better time to try it than’ right 
now. 


PUT IT IN THE “NEWS.” 





And this was a little want ad 
story that appeared in a _ news 
column: 





RECOGNIZED WORTH. 

Printers’ INK is a_ weekly publica- 
tion that is read and_ respected by 
newspaper and advertising men_ all 
over the world. It is universally rec- 
ognized as an authority on _ publicity 
topics. 

In a department of this little maga- 
zine headed “The Want Ad Mediums 
Of The Country” are listed those 
newspapers whose grade and class en- 
title them to consideration among ad- 
vertisers as good ‘‘classified’? mediums. 

The Baltimore News ‘is the . only 
newspaper in Maryland listed in this 
department of Printers’ INK. To 
quote that publication: “A large vol- 
ume of Want business is a peer 
vote for the newspaper in which it 
appears.” 

Popular 
gauges its strength. 
pays to 

PUT IT IN THE “NEWS.” 


opinion of a newspaper 
In Baltimore, it 





THE WINDOW VS. THE NEWS- 
PAPER. 


Put a sign in your window reading 
“Boarders Wanted” or “Rooms For 
Rent” or “For Sale or Rent.” How 
many people see that sign? 

just as many people as happen to 


ACCOMPLISHED ITS PURPOSE. 
Ad Brought Results In Two Hours 
After Paper Was On Street. 

On Monday last Mr. Charles E. C. 
Smith, assistant cashier of the Com- 
mercial and Farmers’ National Bank, 
inserted the following advertisement in 
the “Help Wanted—Female’’ Column 

of the News’ classified pages: 


NEAT COLORED GIRL ffor_house- 
work; references required. Apply at 
at 2025 Maryland ave. 








Yesterday’s morning mail contained 
the following letter: 
Baltimore, Feb. 19. 
Evening News Publishing Com- 
pany: 

Dear Sirs—Yesterday I sent 
you an ad for girl for housework, 
and asked you to publish the same 
three times, Please do not con- 
tinue it, as the first ad accom- 
plished its purpose. Within two 
hours after the paper was _ pub- 
lished I had four applications. 

Very truly yours, 
CHAS. E. C. SMITH. 


The much-mooted domestic service 
problem has no terrors for the house- 
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holder who is wise enough to “Put It 
In The News.” 





Here is a want ad appeal from 
the Bridgeport (Conn.) Farmer, 
that would doubtless have been 
more effective if the rate per 
word had been given, but a good 
one, nevertheless: 





PUBLICITY IN SMALL PACKAGES 
FOR USE IN THE HOME, 

All of the “home journals” and 
“household magazines’ put together 
would be of less value to the house- 
wife than the pages of her daily news- 
paper which contains the want adver- 
tisements. 

Through the want ad columns the 
housewife not only secures her domes- 
tic help—seamstress, nurse, laundress, 
cook; but she trades her old piano for 
a nearly-new dining room set; her old 
seal-skin coat for a costly sideboard; 
her “duplicate” silverware for cut 
glass; and “hubby’s” old overcoat for 
a load of kindling wood. 

In the course of time she finds a 
better place to live at a lower rent; 
finds a cash buyer for that suburban 
lot which Uncle John willed to her a 
few years ago; and discovers a_bet- 
ter music teacher for Ethel; and rents 
the two extra rooms in the house for 
enough to pay the wages of her house- 
hold help. 

She finds that Publicity, harnessed 
for use in the home, is a thoroughly 
domesticated force; and that ever 
penny invested in Farmer ‘Helplets” 
returns an amazing per cent of profit. 


And here is a general argu- 
ment for advertising, from the 
Halifax (N. S.) Daily Echo, in 
which some old points are 
brought out in a new and re- 
freshing way: 


THE “DON’T-KNOW-YOU” CLUB 
is composed of the people in_ this 
city who have not been reached, or 
influenced, by your advertising. 
Every person who moves into the 
city is a member of this club. Any 
member of this club is willing to drop 
out as soon as you get him (or her) 
interested in your store. , 
The money you “save” by curtail- 
ing your newspaper advertising cam- 
paign is the amount of your contribu- 
tion to the growth .of the ‘“Dont- 
Know-You” Club—and when, through 
your liberal patronage, ‘“‘your branch” 
of the club grows big enough, you 
will go out of business. 
The Echo is ready to 
to abolish absolutely your 
the ‘“Don’t-Know-You” Club! 
—__++—_——_. 
In the theatrical business a man who 
can “double” is much more valuable 
than he who has but one talent. In 
business the man who can in an 
emergency do more than the one thing 
he is hired for, is the man the em- 
ployer will prefer. 








help you 
branch of 


NEW ZEALAND ENTERPRISE 
Queen’s Chambers, Opposite G.P.0., 
WELLINGTON, N. Z., June 5, 1907. 

Editor of Printers’ INK: 

In your issue of October 26, 10904, 
you published an article by the siguer 
on the advertising of Woods’ Great 
Peppermint Cure. At that time the 
preparation was only selling in New 
Zealand and Australia. Since then 
the sale has extended to South Africa, 
and the advertising will be found in 
almost every paper in that Continent, 
So great has its success been in New 
Zealand, Australia, and South Africa, 
that it has been now decided to enter 
the English field, and W. E. Woods, 
the proprietor of the remedy, has left 
for England to establish the remedy 
on the British market. 

J. Llott’s Advertising Agency, Well- 
ington, N. Z., has handled the ad- 
vertising for the preparation from the 
commencement in New Zealand—the 
appropriation having been placed by us 
solely for the past eleven years, 

Yours faithfully, 
J. Ivorr’s ADVERTISING AGENCY, 
J. M. A. Ilott, Mgr. Foreign Dept. 
+o — -— 
WHAT IS A GOOD SALESMAN? 
New York, July 8, 1907. 
Editor of Printers’ INK: 

I have read with interest the dis- 
course of Mr. Bradley Welch in your 
last number, on the subject of “Good 
Copy.” 

Mr. Welch seems to hold, that “good 
copy” is not of necessity “copy that 
sells goods.” You have taught us to 
believe that copy is salesmanship on 
paper. In this connection might I ask 
what is a “good salesman’’? Is he a 
man who “sells goods,” or what is he? 

Very truly yours, 

Crowe, 

of System. 


Eastern Adv. Mer. 
—— +o 


GET-RICH-QUICK ADVERTISING. 

There is no meaner swindler in the 
world than the promoter of a wild cat 
financial scheme who knows that there 
is no virtue in the property he intends, 
or claims to intend, to develop, but 
who by the promise of big returns 
preys upon the pocketbooks of people 
of limited financial resources and even 
more limited financial experience. As 
a rule people who could afford to lose 
money in ventures of this kind—if, 
indeed, anyone is so rich as to be able 
to afford being swindled—are _ suspi- 
cious the moment they read in a news- 
pes about prospective profits of a 
undred per cent or more. But for 
some strange reason the get-rich-quick 
instinct seems to blind many people of 
less financial experience to the fact that 
there are very few human beings so 
benevolent that they would spend great 
sums of money in order to let the pub- 
lic in on schemes that are sure to yield 
unusual profits. If the fraudulent min- 
ing, oil or railroad scheme were as 
good as it seems in the prospectus the 
promoters would be very careful to 
keep it for themselves.—Cincinnati 
Times-Star. 
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WE ARE NOT 
“EXPERTS” 


Just plain, every-day busi- 
ness men who have an 
intimate knowledge of 
Southern conditions re- 
garding advertising. We 
know every inch of this 
territory, and the proper 
mediums to use in reaching 
the different classes. We 
invite correspondence. 


Armistead & McMichael 


INCORPORATED 
Atlanta, Ga. 

















You can- 


not cover 


Greater 
Cleveland 
without 
the NEws. 














How recently have you seen a copy of the 


New York Commercial? 





It is more of a general newspaper than ever, 


making a specialty of business news. In 


other words, it is a 


Business Man’s Newspaper. 


If you wish to appeal to MEN OF AFFAIRS your list 


should include the 


NEW YORK COMMERCIAL 


8 SPRUCE STREET 
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“RATHER BE RIGHT THAN RICH,” 


Some days ago, I received an order from the Acme White 
Lead and Color Works of Detroit, Michigan, for one pound of 
Black Bond Ink, but they forgot tosend the money. I immedi- 
ately notified them that my terms were cash in advance, and | 
could not make any exception in their case. They replied at once, 
requesting me to cancel the order. This concern is one of the lar- 
gest in its line and has a rating of over One Million Dollars, but if 
I were to fill their order, I could not conscientiously ask every 
other customer to follow the rule, and my cash-in-advance system 
would then become a farce. In my fourteen years selling inks, 
have turned down a number of concerns, that were worth dollars 
to my pennies; but as a prominent man once remarked, ‘‘I would 
rather be right than rich.” Every one gets the same square deal 
from me, and when my inks are not found up to the standard I 
offer no arguments but refund the money, also the transportation 
charges. Send for my sample book and price list. 





ADDRESS : 


PRINTERS INK JONSON, 
17 Spruce Street, New York. 








4 YEARS FOR $5 


The subscription price of PRINTERS’ JvxK is $2 a year, 
but a four years’ paid-in-advance subscription can be had 
for $5, or four one-year subscriptions for four separate 
subscribers for the same sum, or twenty for $20. Some 
intelligent newspapers find it a good investment to sub- 
scribe for copies for their local advertisers. It teaches 
them how to make their advertising pay, and to become 


larger and better advertisers, 
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GOOD WORK PROMPT SERVICE 


William Green 


PRINTER, ELECTROTYPER AND BINDER 
Periodicals and Catalogues 


LES 








OFFICE: WORKS: 
627 West Forty-third 625 to 641 West 43d Street 
Street 624 to 632 West 44th Street 


NEW YORK CITY 




















FOR PREMIUMS USE 


GENUINE 


4 ROGERS & BRO. Ad. 


(TRADE MARK) 


SPOONS, FORHS, HNIVES, ETC. 





The “‘Star’’ brand is one of the best known in the market, established more than fifty 

years. Ask for *‘Proposition A.’’ Every article bearing the above trade mark is 

made and guaranteed by 

ROGERS @ BROTHER, Waterbury, Conn. 
INTERNATIONAL SILVER CO.,, Successor, 
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The Only Publication of Its Kind 
Satirical Fearless 
Humorous kK Kk Unprejudiced 
Artistic Cosmopolitan 


Only five per cent of the families in the 
United States have incomes exceeding 
$3,000 a year. 


If that is the class you wish to reach, 
your advertisement in LIFE would come 
before the right people at the right time 


in the right way. 

There is little or no waste in LIFE’S 
circulation. Thought and intelligence are 
required to appreciate LIFE and five dol- 
lars per year to buy it. The quality and 
quantity of LIFE’S advertising furnish 
proof. 


Our readers are in an optimistic frame 
of mind when they read LIFE. A good 
salesman gets his prospective customer 
into an optimistic frame of mind before 
presenting the meat of his proposition. 


Your advertisement in LIFE would be 
presented as an old and trusted friend. It 
could not be missed, since nearly every 
page contains reading or illustrations. 
Investigation will prove that LIFE is the 
favorite in every important club in this 
country, and in the home the casual visitor 
picks up this publication in preference to 
any other. 


Sixty cents per agate line. 











JOSIAH J. HAZEN, Advertising Manager 
LIFE PUBLISHING CO., 17 W. 31st St., New York 
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|COMMERCIAL ART CRITICISM 


BY GEORGE ETHRIDGE, 


_READERS OF PRINTERS’ 


41 UNION SQUARE.N.Y. 


INK WILL RECEIVE. FREE OF CHARGES 


TOCRITICISM OF COMMERCIAL ART MATTER SENT TO MR. ETHRIDGE. 


No, gentle reader, this is not a 
rustic bower in some Arcadian 
paradise, nor yet is it a scene in 
an Italian vineyard. 
lishers of Keith’s magazine offer 
a “Practical Book on House 
Decoration” for every  subscrip- 
tion. This, no doubt, is an 
illuminating illustration selected 
from the book. The negative 
must have been undertimed or 
overdeveloped for the reproduc- 
tion is grayer and more _indis- 
tinct than a “Whistler Nocturne” 





Gray Woodwork and Cherry Blossom Decoration. 
& DECORATIVE BIT FROM 
Practical House Decoration. 


She book for all.who intend to decorate either 
& new or an old house. 
Written by experienced decorators. 
92 pages, profusely illustrated, size 7x°% 
inches, printed on fine enameled paper, limp 
covers. Price $1.00. 


This Book With Keith’s Magazine 


for one year, both for $2.00, including the four ex- 
tra numbers offered with all new subscriptions. 


Order YOUR Copy Today. 
M. L. KEITH, Publisher, MINNEAPOLIS, MINN. 


NO.]. 


on a foggy evening. We. can 
imagine the fond home-makers, 
loaded down with fence rails and 
grape vines, attempting to dupli- 
cate the mist-picture of this ad- 
vertisement. An _ illustration of 
this type should cover two. well 
defined points: distinctness and 
human interest. The design No. 
1 lacks both. The tone is_ flat, 
the pen treatment nondescript, 
and the clearness of detail care- 
fully avoided. 














The pub- ; 


Sketch marked No. 2 over- 
comes most of the objections 
cited above, and by introducing 























No.2. 


the figure of a woman gives a 
touch of life to the advertise- 
ment, 





* * * 


The Italian society known as 
the “Black Hand” still continues 




















its deadly work. The Macey ad- 


reproduced on this 
latest example of 
methods, and 


vertisement 
page is the 
their infamous 
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bristles with omens of impending 
trouble. Seven “Little Black 
Hands” would seem to indicate 
that the society is growing in 
numerical strength. At a rough 
guess it is fair to assume that, 
after —- seven or eight 
cuts, a jig-saw border, and other 
accessories in the way of diversi- 
fied type, they were well shaken 
in a basket and dropped indis- 
criminately into the forms. The 
ponderous border in heavy black 
makes the cabinets seem frail and 
unimportant, and you wonder 
why on earth the cabinets were 
put in, since, in a way, they de- 
tract from the border, It is only 
fair to say, however, that the 
copy is well and _ intelligently 
written. 
* * 

Apropos of the Phenix Manu- 
facturing Co. advertisement, a 
story is told of a green servant, 
who, to wash the windows on 
the inside, hung with her feet on 
the outside. The design shown is 
a fine example of how to go 
about the right thing in the 
wrong way. If the venturesome 


| PHENIX 


Wk=|| HANGERS and 
| FASTENERS 


2 Solve the problem HOW TO 
1 1G and FASTE! 








lorm Win- 

dows and Window Screens 
Bs the “ Housewite’s Joy" for 
i Windows, Ideal Ventila- 

fiom uno Ftics and Solid Comtort 


” Ser, wire Scacwe 
Sold by all Hardware 
Dealers or direct,- 
For descriptive catalog, dddress 
4 PHENIX MFG. CO. 
048 Center St., Milwaukee, Wis, 











lady who is busily engaged in 
washing the window (she is there 
if you can find her) could scrub 
up the entire picture, the cleans- 
ing process would result to its 
advantage, if done thoroughly. 
The original of this illustration 
was undoubtedly as flat as its 
reproduction. 

We hail with friendly welcome 
our old and vigorous chum, the 
enlarging glass, in the upper cor- 
ner of the design. It performsa 
hopeless duty, however, since it 
and the section it covers are 
melted into the remainder of the 
ad, and the hanger attachment 
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might just as well be a suspend. 
er buckle for all the enlightin- 
ment the casual observer can ob- 
tain. If the fastener had been 
in pen and ink and the other por- 
tion of the picture in wash with 
lively contrasts, we believe that a 
suffering public could “Solve the 
Problem,” as the reading matier 
states, with less tax on nerves, 
patience and eyesight. 
* * * 


PRESERVATION OR RES. 
TORATION! WHICH? 
asks the Berger Manufacturing 
Co. Preservation by all means, 
as restoration is manifestly out- 
side the range of human possi- 


bility. If restoration could oc- 





cur these pictures would show a 





PRESERVATION : RESTORATION! 
Which? 


» DON'T WAIT UNTIL EXPERIENCE 
‘TEACHES YOU based — or 


Doesn't Pradesice tell you not to rely on 
papers of value, ‘ra gina oon bom ‘Doesn't 
ee" “DO st HOW"? 





ssnvpatamindmrek 7 Pea 
THE BERGER MFG. CO. “CANTON, 0. } 34 =, 














man taking a bundle of discolor- 
ed manuscript from a steel cabi- 
net while Foxy Grandpa, in the 
lower corner, gives the high sign 
over the ruins of his stocks and 
bonds. Poor plates, poor judg- 
ment in composition, and poor 
economy make this advertise- 
ment peculiarly ineffective from 
a pictorial standpoint. 
_—_——_+or——————_ 
HER MAIDEN EFFORT. 

A certain judge had been away from 
his native city for several years, and 
upon his return found it difficult some- 
times to recognize former acquaint- 
ances. One morning a_ youngish 
woman, accompanied by a tall boy, 
entered the trolley car and sat down 
next the judge. 

ow do you do, 
cordially. “I don’t 
member me? I am Mrs, 

_ “Why, so it is! Mrs. X., Iam de- 
lighted to meet you again. How do 
you do? And who is this with you? 
It can’t be your son! Bless me, I 
on not believe you had a son so 

ig. 


judge?” she said 
believe you re- 
>, Tae 


“Oh, yes,” replied the guileless Mrs. 
x flattered by his cordiality. e is 
my _first-born—m maiden effort, 
judge.”—Lippincott’s, 
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A SALOON-KEEPER’S HONEST 
ADVERTISING. 


Tombstone, Arizona, claims credit for 
the frankest saloon-keeper in the United 
States. He keeps the Temple Bar 
Saloon, and advertises his business with 
most surprising frankness. ‘‘Allow me 
to inform you that you are fools,’ he 
says, yet his place is usually filled. He 
maintains that he is an honest saloon- 
ceeper, and that it will not hurt his 
business to teli the truth about it. He 
has had printed an advertising card 
which would make an excellent manu- 
script for a temperance lecture. Copies 
are being circulated through the west- 
ern States and are attracting much at- 
tention. The card reads as follows: 

“Friends and neighbors: I am grate- 
ful for past favors, and having supplied 
my store with a fine line of choice wines 
and liquors, allow me to inform you 
that I shall continue to make drunk- 
ards, paupers and beggars for the sober, 
industrious, respectable part of the com. 
munity to support. My _ liquors will 
excite riot, robbery and __ bloodshed. 
They will diminish your comforts, in- 
crease your expenses and shorten life. 
I can confidently recommend them as 
sure to multiply fatal accidents and in- 
curable diseases. : 

“They will deprive some of life, 
others of reason, many of character, and 
all of peace. They will make fathers 
fiends, wives widows, children orphans, 
and all poor. I will train your sons 
in infidelity, dissipation, ignorance, 
lewdness, and every other vice. I will 
corrupt the ministers of religion, ob- 
struct the Gospel, defile the church, and 
cause as much temporal and eternal 
death as I can. I will thus ‘accommo- 
date the public’; it may be at the loss 
of my never-dying soul. But I have 
a family to support—the business pays 
—and the public encourages it. 

“T have paid my license and_ the 
traffic is lawful, and if I don’t sell it, 
somebody else will. I know the Bible 
says: ‘Thou shalt not kill,’ ‘No drunk- 
ard shall enter the kingdom of heaven,’ 
and I do not expect the drunkard- 
maker to fare any better, but I want 
an easy living and I have resolved to 
gather the wages of iniquity and fatten 
on the ruin of my species. 

“TI shall, therefore, carry on my busi- 
ness with energy and do my best to 
diminish the wealth of the nation and 
endanger the safety of the State. As 
my business flourishes in proportion to 
your sensuality and ignorance, I will 
do my best to prevent moral purity 
and intellectual growth. 

“Should you doubt my ability, I 
refer you to the pawnshops, the poor- 
house, the police court, the hospital, the 
penitentiary, and the gallows, where 
you will find many of my best custom- 
ers have gone. A sight of them will 
convince you that I do what I say. 
Allow me to inform you that you are 
fools, and that I am an honest saloon- 
keeper.”-—Sample Case. 

——_ +o — — 


THE opportunist is the man who is 
willing to do the things he likes not, 
doing them because. he sees in them 
stepping stones to things he does like. 


Advertisements. 


Advertisements in * Printers’ Ink” cost twenty 
cents a line or forty dollars a page (209 lines) 
Sor each insertion, $10.40 a line per year. Five 
per cent discount muy be deducted if payment 
accompanies copy and order for insertion 
and ten per cent on yearly contract paid 
wholly in advance. Ifa specified position is 
demanded foran advertisement, and granted, 
double price will be charged. 


WANTS. 
66 A DVERTIBERE? TALK” about my good ad- 
vertising work. It’s free. SETH BROWN, 
Chicago. 
LLUSTRATED FAKM SERVICE for dailies 
A Page mats or any way to suit. ASSOCIATED 
FARM PRESS, 112 Dearborn St., Chicago. 


ANTED—A first-class telegraph editor on 
morning paper in Western city ;of 50.000 
pereietios: salary $30. Address “Ss, Gd.” care 
nters’ Ink. 


7s circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
100,000 copies per day. 


y.% MORNING daily in the South West, with a 

circulation over 15,000is looking for a com- 
petent city editor. Audress “SOUTHWEST,” 
care Printers’ Ink. 


VY AntED—an editorial writer of dignity’ 

conservatism, pungent expression , and 
news experience. Answer sending at least one 
ortiete Veastrating syle. Good opening. Address 
“INDEX,” care Printers’ Ink. 


"TWENTY grocers distribute food products to 

10,000 consumers in Troy and Central Miami 
County, Ohio. ‘the RECORD reaches 70 per cent 
of them. Only daily. Une sgeccoriation only 
necessary. Send for rate card. 


Praqricat, NEWSPAPER MEN WANTED to 

. fill desirable pomsene now open. We can 
give every capuble man the opporiunity for 
advancement. Send for free klet Ko. 7. 
FERNALD’S NEWSPAPER MEN’S EXCHANGE, 
Springfield, Mass. 


6 ADVERTISERS’ MAGAZINE”—Tue West- 

ERN MONTHLY should be read vy every 
advertiser and mait-order dealer. Best “Schoo 
of Aavertising” in existence. Trial subscription 
ten cents. Sample copy free. THE WESTERN 
MONTHLY, 815 Grand Ave., Kansas City, Mo. 





WANTED 
CIRCULATION MANAGER. 


Requirements: 

1. Atleast 5 years’ actual experience 
in magazine circulation work. 

2. Now: employed in circulation 
work. 

3. References must prove clean rec- 
ord and ability as a result producer. 

4. Age, between 30 and 40 years. 

To such a man we offer the oppor- 
tunity of a lifetime to come out into 
“God’s Country” and become associa- 
ted with the leading magazines of 
Western America. Address, giving 
full information, salary and references, 


The Pacific Monthly Publishing Co,, 
PORTLAND, OREGON. 








50 PRINTERS’ INK. 


YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the ciassified col- 
umns of PRINTERS’ INK, the busines: journal for 
adve:tisers, Fae yen weekly at 10 Spruce 8t., 
New York. ch advertisements will ve inserted 
at 20 cents per live, 81x words to the line. PRINT- 
xRs’ INK ts the vest school for advertisers, and it 
reaches every week more employing auvertisers 
than any otuer vublication in the United States, 


ANTED—Clerks and others with common 
school educations only, who wish to qual- 
ity forreaay positions at a week and over, to 
write for free copy of my new prospectus and 
endorsements. from leading concerns every- 
where. One vraduate fills $8,000 place, another 
$5,000, and any number earn $1,500, The best 
Sithing adwriter in New York owes his suc- 
cess within a few a to my teachings. De- 
mana exceeds supnly 
GEORGE HB. POWELL Advertising and Ruat: 
ness Expert. 471 Metropolitan Annex, New York. 





W ANTED-—Strictly High- 
Crade Advertising sales- 
man acquainted with 
hardware manufacturers in 
the East. Permanent, paying ¢ 
situation to right man. 
correspondence Strictly ¢ confi- 
dential. Address “'H. P.,”’ care 
Printers’ Ink. 





ee 
COIN MAILER, 


$2.% R 1,000. For 6 coins $3. wet printing. 
° ACME COIN CARRIER GO., Burlington,la. 


COIN CARRIER 
used as an advertising 
medium. If you want a 
put 4 advertisement, 
put it on this COIN 
RRIER. Send for 
cuate and prices. 
BEST MFG. CO., 
1019 Law Blidg., 
Indianapolis, Ind. 
———_+or———— 
DIRECTORY OF NOVELTY MANU- 
FACTURERS. 
f jes, 25 
A Foapion ia" 3.0. SENTON ower. 8 ¥. 
_—+or—————" 
PAPER. 


BASSETT & SUTPHIN, 
B 62 Lafayette st.. New York City. 
Coated papersa specialty. Diamond B Perfect. 
Write for higa-grade catalogues. 
——__++—___ 


PRINTING. 


peour delivery of highest quality printed 
business forms and advertising Seer, is 
our specialty. Let us estimate on your next 
order. If your job is a very technical one or re- 
uires exactness in respects we can suit = 
THE BOULTON PRESS, Drawer 9, Cuba, N. 
Hor 


SUPPLIES. 


W D. WILSON pase INK CO., Limited, 
e of 17 Spruce St., New York, sell more mag- 
—_ cut ioks than any other ink house in the 


rade. 
"Bpecial prices to cash buyers. 
R.PUBLISHER: You ought to have Bernari 
M Cold Water Paste in your — lation dept 
for g mailing wrappers. No other Free. 
so clean, convenient and cheap. rem ag ree. 
BERNARD, 609 Rector Bailaing, Chicago, Il 


COIN CA RDS. 


PER 1,000. Less for more; any B ate 
$3 ‘Tuk GOI WKAPPER Co.. Detroit, Mich. 





PATENTS, 


muasPATENTS that PROTEC Tau 
Our & books for Inventors mailed on receipt 
of 6 cts. stamps. R. 8. & A. B. LACEY, 
Washington. 1). C. Exatab. 1869. 


+2 
BUSINESS CHANCES. 


og Write the DAYTON LABEL Co., 
Day' for sample outfit and sell 2,000 

printed GUMME D STICKEKS for $1 “on the side ’ 
40 per cent com, and a 1 a square deal. Write now. 


Ana All All kinds; large and small. 

Why pay publishers’ prices? We allow dix 
counts on any publication’s issues. Promp’, 
careful, honest service. Bank references given. 
Try us once; it’s for your is interests. — ge 
your ads; receive our epee 

FREE. QUEEN CITY ADVE ISING. CO. CO., ra 
Blymer Bidg., Cincinnati, Ohio. 


PREMI IUMS. 


T HOUSANDS of suggestive premiume suitable 

for publishers and others from the foremost 
makers and wholesale dealers in jewelry anc 
kindred lines. 500- age list price illustrated 
catalo fOTO} reatest book of its kind. 
ublished moons Sth issue now ready ; free 
8. F. MYERS CO., 47w. and 49 Maiden Lane, N. Y. 








SPECIAL NOTICE, 


~~ ROYAL kKOAD TO KNOWLEDGE ’—mil 
lions of up-to-date pictures and clippings 
on every topic, from all sources, Say cor 
instant re! oe Calls or correspondence. THE 
SEARCH-LIGHT INFORMATION LIBRARY, 311 
Fifth Ave. (opposite the Waldorf-Astoria, N. Y.) 


—_+o+—_—_—_- 
NEWSPA 1PER WRITING. 


AM WRITING newspaper advertisements, 
booklets, folders, circulars and follow-uy» 
oor L- ¥ produce i, Charges mod 
erate r me on your letter 
WARREN ECCLEs, Trenton. N. J. sensed 


PROFITABLE ADVERTISING. 


BEST BOOKS on Advertising, all for ¢13 
1 pend Sr list. PROFITABLE, ADVERTIS- 
ING, Boston 
Prortanre AVERTING. Boston, 
e leadin; v 
jeourel ertising journal, $2a ~~ 


> 
LETTER WRI: R WRITING. 


“HOW WR 

The’ LETTERS oH AT PULL” oy 
100) )> 4 Sherwin Cody, the lead- 
—* ing authority on letter writ 

/ \ ing. — in his 50 Instruc- 
as \ tion Cards for Business 
> tae Men scores of the most suc- 

| cessful letters ever sent out 

in this country, and des 
cribes all the latest devices 
and wrinkles for soliciting 


Co., Lyon & Healy. ond t conn others. One man 
in creased orders — let ep making quota- 


adv 
, of Marshall Field & 


—s on gears fro ithin 60 days— 
y 504 more re business. Nddress 1421, SECUR- 
ity. BLDG. CHICAGO, 


4 
FOR SALE. 


OR SALE—One of the best bargains ever 
offered. County seat town of over 10,000. 
Long established d and yo 000g gb0 aah hand- 
some annual profit. rice $9 
quired. Ad “R. M.,” pt -- 


a. 
CARD INDEX SUPPLIES. 
G* prices on Stock Cards and Special Forms 
from manufacturers. Cards furnished for 
a mokes of cabinets. Special discounts 10 


Trade 
me STANDALD INDEX CARD COMEAST, 
07-709 Arch 8t.. Philadelphia, Pa. 
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HALF-TONES. 


ERFECT copper  half-tones, 1-col.. $1: 
rin. THE YOUNGSTOWN Re TEN. 
GRavine. CO., Youngstown, Ohio. 


NE WSPAPKR HALF-TONES. 

iN 2x3, 75c.; 3x4, $1 ; 4x5, $1.60. 

Delive red when cash accompanies the order. 
Send for sar 


KNOXVIL LE ENGRAVING CO., Knoxville, Tenn. 


ALF-TONES for the job press, newspaper or 
catalogue. (ur new location is right in 
theheart of the city, two blocks from Times 
Square subway station. STANDARD ENGRAV- 
ING CO,, Sevevth Ave. at Fortieth St., New York. 


ALF-TONE or line productions. 10 square 
inches or smaller. detivered prepaid, 75c.; 

6 or more. 5c. each, Casa with order, All 
newsuuper screens. Service day and nigbt. 
mate for circulars. keferences furnisbea, 
Newspaper process-engraver. ?. O. Box 815, 
Philadelphia. Fa. 


BOOKS. 


Forty Years an Advertising Agent >» 
BY GEORGE P. KOWEFLL. 

The first authentic history and exhaustive nar- 
rative of the development and evolution of 
American advertising as a real business force. 
The remainder of the edition —_— last 
year) is now Offered for sale, pe es, 
5x8, set in lon —, with “es = f-tone 

wrtraits Clot d gola. Price 7 paid. 
THE PRINT ERS? “ine PUBLISHING CO, 10 
Spruce St., New York, 








>> 


ADVERTISING AGENCIES, 


D A. O°GORMAN AGENCY, 1 Madison Ave., 
e N.Y. Medical Journal advg. exclusively. 


Ase RICULTURAL and Newspaper Advertising. 
.THEGEN AGENCY, 422 Drexel Bdg.,Phila. 
TT = IRELAND ADVERTISING AGENCY, 
2015 Tribune Building, New York, 
925 Chestnut Street, PhilagelpLia. 


LBERT FRANK & CU., 25 Broad Street. N. Y. 
—— Advertising Agents. Kstablishea 

1872. Cnie: Boston. Philadelphia. Advertis- 
ingof all heeds placed in every part of the world. 


—_+o>—__—_——_ 
PRINTERS’ SUPPLIES. 


Gordon Press Motors 


Just perfected friction drive, variable speed, 
alternating and direct current Motors for Gor- 
don and Universal Presses. Variations 100 7 3 000 
impressions per hour. Write for booklet 


GUARANTEE ELECTRIC co. 
Chicago, Ill. 
~>-- 


PUBLISHERS. 


Newspaper Publishers 
DESIROUS OF INCREASING 


Local Advertising Patronage 
WILL LEARN OF 


A Most Effective Plan 


BY ADDRESSING 


THE LINCOLN PUBLISHING CO, 
38 to 62 S. 4th Street, 
Philadelphia, Pa. 


Only one paper in each town will 
be considered. 


ADVERTISING MEDIA, 
The prominence of 


THE THEATRE MAGAZINE 


as the right médium for the advertising of 
the bigot class of goods is based on its record 
ot results. You cannottell a good story in 

"HE THEATRE MAGAZINE style to TH 
THEATRE MAGAZINE readers without getting 
profitable results. Write for sample copy, rates 
and information. 


THE THEATRE MAGAZINE, 
26 West Thirty-third Street, New York. 


HAT the Ladies’ Home Journal is to t 
nation the RECORD 1s to Troy and Centr a 
Miami County, Ohio. Oniy daily. Carries same 
high-grade advertising. one questicnable of 
any sort accepted. Send for sample copy. 


s*s DIEGO—Union, Only morning end only 
Sunda: y bn in San Diego. Full Assoc‘a- 
ted Press Service. Its territory is larger than 

Mass., Conn., Kk. I. and New York combined. Los 

Angeles morning papers do not reach San Diego 

until afternoon. Foreign advertising handled 

by VRFELAND-BENJAMIN, Special Agency, 150 

assau St.. New York; Tribune Bldg., Chicayo,1ll 
—_——~@-—— 


MAILING MACHINES. 


'PHE See See S ARLER. lightest and 
quickest. Price $14.50. VALENTIN Kk, 
Mfr., 178 Vermont St., Buffalo. N 


—+o > 
LIFE INS URANCE, 


New Life Insurance Con ompany, PROTECTIVE 
LIFE by name, with headquarters at Birm- 
ingham. Ala., wants an advertising insignia or 
trademark for permenent use: one capuble of 
being used in a bees smal) or larger way. 
good fee will be d for any — form 
éddress Wit. LL D. JELKs, 
Birmingham, Ala. 


? 


ADWRITING. 


Ppoeee CAL ad writing; correspondence in- 
vited. GRIFFITH k. DICK, Evansville, Ind, 


POSTAGE STAMPS. 


25 OFF ungummed. unused, U. S.; c. 0. d. OR- 
Sik, Buyer, 2404 Milwaukee Ave, Chicago, 
——_+o>—____—_ 


BUSINESS OPPORTUNITIES, 


| hb $6,000 to invest in newspaper or trade 
paver » the West. at have yout 
Address “G, M.,” care Printers’ Ink, 


 PECIAL Rae. inodr tte books, “Ad- 
vertising,” by Bewesd oe 1.00; “Modern 
Advertising,” Calkins olden, $1.00; 
“Practical seanieiaan™ Shuman, $1.00; 
ponicase College of ; eM. » 40 lessons, 
bound, Mahin method, best course ever pub- 
feet $10.00; “‘The St. Elmo Lewis Course of 
yaa # bound. 00 course for $5.00. 
as prepes d. HARRY H. HARDING, Mat- 
on ll. 


——_~+or— 
MISCELLANEOUS. 


Ht rw US PRINT your catalogs and booklets ! 
A modern plant and skilled workmen 
enables us to produce these better than most 
printers, and at a minimum of cost. Send your 
specifications. REVEILLE PRESS, Vevay, ind. 


PUBLISHING BUSIN ESS OPPORTUNI.- 


US. 


A TECHNICAL ek 
This paper has been handled conservatively, 
Put has paid circulation of high quality, 

And carries excellent line of Sivercising 
— shows good returns on $50, 

Which amount would buy the ig 
This is one of the few great fields yet Savadiahie, 
Which is capable of jaree eon. 

ERSON P. HA 


Broker in Publishing Propert 
253 Broadway, New oper 2 
PRINTERS. 
wr F print o_o. vooklets. circulars. acv.. 


atter—ail kinds. Write for prices, —_ 
BLAIR 1 PTG. Cv,, 514 Main St.. Cincinnati, O 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards orcirculars, und any other suzgestions for bettering this department. 








J. W. Muwnrog, 
Advertising Specialist, 
4% Washington Street. 
Watertown, N. 
Editor Ready Made Department: 

Dear Sir—Will you kindly pass 
your opinion on the enclosed de of 
the Watertown Gas Light Co., one of 
my_ clients, 

The figures were taken from the 
Fire Department records and are ac- 
curate, but the remainder of the re- 
port I made out of whole cloth, also 
the local news item. The “Statement 
of Fires” was published June 22d, in 
with editorials (special position), and 
the small item run the same date in 
with local news items, also special 
position. 

The statement, with subsequent 
reading set in pica, will be published 
two or three times this week on local 
page, special position, over Gas Co.’s 
address. 

Thanking you for 
criticisms, [I remain, a 
friend of Printers’ INK. 


(Signed) J. W. 


Y. 


your valuable 
very warm 


MUNROE. 





I can’t conceive of any better 
kind of advertising for gas as a 
fuel than the publication of ac- 
curate, official records of fires 
and their causes when so good a 
showing can be made for gas. 
Such advertising is likely to put 
a large and abiding ‘“‘crimp” in 
the oil-stove business, and oil 
and gas are pretty close competi- 
tors, particularly in hot weather. 
I do not believe in making ad- 
vertising out of “whole cloth,” 
but see nothing unfair in making 
reasonable deductions from the 
statistics presented, which, so far 
as I can see, was all that was 
done in this case. It is a par- 
ticularly good idea to take the 
figures for five months, because 
if only a single month’s figures 
were used, it might be said that 
a month which had been espec- 
ially unfavorable to oil stoves 
had been selected. Here is one 
of the ads: 





REPORT OF FIRES AND CAUSES 
IN WATERTOWN DURING 
PAST FIVE MONTHS. 

Kerosene in oil stoves, etc. 
Sparks from chimneys, blast 
naces, etc. cooeese 10 





Live ashes carelessly thrown out. 
Matches accidentally ignited 
Defective chimneys 

Defective stove pipes 

Clothing too near stove pipe 
Over-heated stove 


Furnace 

Spontaneous combustion 

Soot in stove pipe 

Open gas tip too near wood casing 
Electric wire 
Meat on stove 
Excelsior accidentally 
Cigar stub 


igniting 
ignited 


5 

5 

4 

4 

: . 
Sparks from fireplace 2 
I 

I 

I 

I 

I 

I 

I 

I 


4 


While the number of fires 
spond with those of previous years, 
the resulting damage is less, due to 
the increased efficiency of apparatus 
and alarm system. 

The greatest percentage of fires is, 
and always has been, caused by the 
use of kerosene oil, principally in 
stoves. As shown in the above state- 
ment, about one-fourth of the fires 
originated from this source, although 
this is the lowest percentage ever at- 
tained, This is due to the fact that 
gas stoves are taking the place of 
kerosene and that the statement covers 
a period of the year when coal and 
wood are extensively used. 


corre- 





Here is the conclusion of an- 
other which also contained the 
figures given above 





Why is it some people will continue 
to use kerosene oil with its dirt, odor, 
smoke and danger? 

Everyone knows it cannot approach 
gas for clean and dainty cooking! 

Certainly it isn’t the cost, for gas 
is the cheapest fuel in use to-day! 

It can’t be that it’s enjoyable work 
filling and cleaning kerosene oil 
stoves! 

Why is it? Can you say? 
WATERTOWN GAS LIGHT CO,, 

9 Arsenal Street. 





And here is the “local item,” 
which was calculated to awaken 
interest in the subject: 


The report of fires in Watertown 
during the past five months published 
on page four is very interesting and 
should be a lesson to those who are in 
the habit of leaving matches promiscu- 
ously about, throwing out burning 
ashes, or who are not extremely care 
ful in the use of oil stoves. 











pparatus 


fires is, 
by the 
vally in 
ye state- 
he fires 
although 
ever at- 
act that 
lace of 
t covers 
oal and 


of an- 
ad the 


continue 
rt, odor, 


approach 
ng! 


-day! 
work 


” 


awaken 


atertown 
yublished 
ing and 
o are in 
yromiscu- 
burning 
ely care: 


PRINTERS’ INK. 53 


Stove Company, 


and 

QUAKERTOWN Stove Company, 

branch Office and Salesrooms, 

Nos. 37 & 39 North Second Street, 

PHILADELPHIA, 
Editor Ready Made Department: 

Dear Str—We enclose you a few 
clippings of our advertising. We would 
like you to give us your opinion on 
same. We beg to call to your atten- 
tion that our idea of advertising is 
to carry through the idea of the pic- 
ture of Mr. Swartz, and you will also 
notice that the outside lines of the 
entire advertising never changes. Any 
criticisms on your part would be great- 
ly appreciated. We will look in 
Printers’ INK for it. You will great- 
ly oblige, Yours truly, 

Swartz THE Stove MAn. 


Henry Swartz 





With the above letter there 
came one ad from the back of a 
Y. M. C. A. minstrel show 
programme, three post cards 
and two small, single-column 
newspaper ads, all _ singing 
the song of Swartz in vari- 
ous keys. Each ad carries a cut 
of a very healthy looking man 
with sleeves rolled up—presum- 
ably Mr. Swartz. That looks 
business-like. Each ad __ starts 
with the line, “My name is 
Swartz,” followed by the query, 
“Ever met me?” And then you 


Swartz does. “I will clean the 
smoke pipes and drums of your 
heaters for one dollar,” he says; 
and that is a satisfying bit of in- 
formation. In my humble opin- 
ion there is too much said about 
Swartz and too little about what 
I believe that the. talk 

cleaning smoke pipes 

should come first. There is no 
question as to the importance of 
impressing the name on_ the 


it isn’t necessary, 
desirable, that the name should 


Here is a reprint of one of the 
newspaper ads, and just below is 
the one from the programme, 
both minus the cut of the man 
with his sleeves rolled up: 





MY NAME IS SWARTZ! 
Ever met me? 
For one dollar I will 


clean the 





smoke and drums of 
heaters. 

Now is the time. 

SWARTZ THE STOVE MAN. 


Both ‘‘Hellos” 67 N. 2d St. 


MY NAME IS SWARTZ! 
Ever met me? 

For one dollar I will clean 
smoke pipes and drums of 
heaters. 

Don’t wait until you have to send 
in a “rush” order. 

The time to prepare for next Winter 
is now! 

When you want stove repairs to fit 
any stove or heater, see me. 

SWARTZ THE STOVE MAN, 

67 N. 2d Street. 

Both ‘“‘Hellos’”: Bell, Market 2133 

A. Keystone, Main 1263. 


This Is All Right—For a Photographer, 
or Almost Any Business. From the 
Zanesville (O.) Signal. 


Not Dignified 
Enough— 


That’s what the editor says 
about my advertisements. 

Now I’ve got a lot of 
dignity only I don’t loaf 
around much in it, especially 
when I am talking to the 
people about Cox’s Photos. 
Elbert Hubbard says “Dig- 
nity is what we use to con- 
ceal our ignorance.” And 
as we are not ignorant of 
the photo business we can’t 
be very dignified in our 
talks on the subject. Dig- 
nity or no dignity we would 
like to make you some 
photos this fine weather. 
We really want to see you 
on the subject. 


COX’S NEW PHOTO 
STUDIO 


North Fourth ’ Street, 
Zanesville, O. 


pipes your 





the 
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From the Houston (Tex.) Post, 





Septic Tanks. 


If you 
connections to 
dence, let us figure with you 
on the installation of a Sep- 


have no 
your 


sewer 
resi- 


tic Tank. We have perfect- 
ed this device so that coun- 
try homes and_ suburban 
residences can enjoy the use 
of sanitary apparatus. If you 
are interested call us up or 
write and we will give you 
the necessary information. 


COLLINS BROS., 
204 Milam Street, 
Houston, Tex. 
Phones 96. 
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976 Olinville Ave., 
WILLIAMsBRIDGE, N. Y. 
Editor Ready Made Department: 

Dear Sitr—Inclosed with my _ sub- 
scription to Printers’ Ink, you_ will 
find two ads of different Cocoa 
concerns which I would like you to 
criticise, should space in your val- 
uable paper permit. 

Just previous to writing this letter, 
I scanned the Evening Journal with 
the intention of criticising any ads 
that were not “original.” This caught 
my eye and demanded attention. 

Epps’s Cocoa ad is a very clear ex- 
ample of the “plain talk” style, and 
ie be seen among a hundred other 
ads. 

Huyler’s seem to advertise only to 
the people who already use their cocoa, 
Probably they use the ‘Know the 
Package” wns of advertising. 

Certainly a person who was not 
familiar with the name Huyler, would 
not know what they were advertising 
as people reading newspapers are not 
in the habit of scanning 6-point type, 
white on black background, in order to 
find out what the ad is representing. 

Yours for success, 
(Signed) WM. M. BrayLey. 





I think the criticisms in the 
above letter are quite correct. In 
the Huyler ad, which is all dis- 
play, hand-lettered, the word 
“Cocoa” appears only on the cuts 
representing the cans containing 
the cocoa, and it is not at all easy 
to read. Just why three cans 
were used when a single, larger 
one would have shown the label, 
brought out the word “Cocoa” 
and given the reader a clear idea 
as to what the package looks like, 
I fail to understand. The Huy- 
ler ad was worded as follows, 
occupying 3% _ inches _ single 
column: 





HUYLER’S. 
Not lowest in price—but best! 
Cheapest, because best and goes 
farthest. 
Grocers Everywhere. 





The Epps ad, occupying less 
than 2% inches, and without il- 
lustrations, easily twice as 
strong, for i not only impresses 
the name of the brand on the 
mind of the reader, but shows at 


is 





a glance what the ad is about and 
givesareason for drinking cocoa. | 


It is here reprinted very muchas 


PRINTERS’ INK. 


it appeared in the newspaper: 





You cannot possibly have a better 


Cocoa than 


“Cocoa 


than 
says, 


necessary to 


ance 


A 
healthful beverage. 


EPPrPSsS’S 


stands very much 
Coffee or Tea.” Dr. 
“and contains every 
the growth and 
of the body.” 


COCOA 


fragrant, delicious, and 





Sensible Talk on Savings, by the City § 


National Bank of Cleveland, O. 








The Man 
Who Saves 


for his money’s sake only is 
a fool; the man whose aim 
in saving is to insure him 
against F gent and want is 
wise and his object in saving 
is praiseworthy. To him 
The City National Bank of- 
fers that security and safety 
which the custody of his 
hard-earned savings should 
merit— 

The integrity of its offi- 
cials —combined with the 
careful scrutiny and supervi- 
sion, which the National 
Banking laws insure at all 
times, makes this a most re- 
liable institution. 

This Bank pays 4 per cent 
on time deposits. On saving 
accounts it pays 3 per cent 
compounded semi-annually, 

Capital, $200,000, 





Here’s a Man Who Writes Excellent 

Ads, but Rarely Starts Them Well. 
Better 
“Our Four-Minute Breakfast” Would 


For 


Instance, How Much 


Have Been, as a Headline. 





higher 
Hassall 
ingredient 
Susten- 








If You Think 


that I must be mistaken 
when I say that you can 
have a breakfast consisting 
of soft boiled eggs, buttered 
toast, and coffee served in 
four minutes from the time 
you order at the sex—if 
you can hardly believe that 
this is literally true, just 
time it the next morning 
that you are in a hurry. 

Moreover, this delicious 
breakfast, prepared as only 
the Essex prepares it, costs 
but 2oc. 

H. J. P. Hampton, 
THE ESSEX LUNCH, 
Always Open. 

60. N. Pearl, Albany, N. Y. 














sxcellent 
m Well. 

Better 
Would 
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Another Of An Excellent Series Run. 
ning in the Albany (N. Y.) Evening 
Journal. 





Your Boy. 


The demand for the ar- 
ticle on a boy’s education 
which is sent with the cata- 
logue of the Albany Acad- 
emy has nearly exhausted 
the edition, but we still have 
some left. This article is 
full of valuable and helpful 
information and should be 
read by every father. To be 
sure of obtaining a copy you 
should write for it at once. 

The cost of educating a 
boy at the Academy is from 
$40 a year up, according to 
class, while to send him toa 
boarding school means an 
expense of $700 to $1,000 a 
year. [Illustrated catalogue, 
containing an article on a 
boy’s education of import- 
ance to every father, sent 
free on request. Address: 

a we ACADEMY, 

P. O. Box 143-A, 
Albany, N. Y. 
(Founded 1813.) 





Good One for the Prescriptionist. 








Prescription 
Advantages. 


Adequate stock, scientific 
and ample experience, give 
our store marked advantage 
over many others in this 
vicinity, when it comes to 
prescription business. You 
can be sure of the best pre- 
scription service here. The 
purest drugs and chemicals 
enter into the composition 
of all recipes, and our sys- 
tem is such that the danger 
of mistakes is reduced to a 
minimum, When you have 
prescriptions to be put up, 
remember these advantages, 
for they mean advantages to 
you in health, time and 
money. 

In our west window is a 
display of prescription uten- 
sils used in our laboratory. 

Don’t miss this display. 

All prescriptions dispensed 
by registered pharmacists. 
One registered pharmacist 
19 years’ experience. One 
registered Pharmacist 17 
years’ experience 


THE WHITE DRUG 
STORE, 
D. Chas. O’Connor, 
Pharmacist, 
243 Main Street, 
Fitchburg, Mass. 











“A 4x7 Fluff Rug For $2.65” Would 
Have Made a Stronger Headline, But 
It’s a Good Ad—Tells the Whole 
Story and Makes a Good Suggestion. 
From the Memphis (Mo.) Democrat. 


It Will Pay 


to have your old carpets 
made into new rugs. 

Why are they cheaper than 
other rugs? 

Because you furnish the 
material and we charge only 
for the yy 

Put a 4x7 Fluff Rug across 
the room where you walk the 
most, and in a year you will 
find the carpet under it as 
new and bright as it was the 
day it was put down. This 
takes only 13 yards of old 
pe a ? — $2.65. This 
includes fring 

Call and 9 “some of these 
rugs. 

MEMPHIS RUG FAC- 

TORY, 
North Side Square, 
Memphis, Mo. 








Savings Bank Argument. 





How About 
The Boy? 


The little home safes are 
greater favorites than ever, 
and our present supply will 
enable us to furnish them 
promptly to all applicants. 


One of them would be a 
splendid thing for that boy 
of yours, for it would speed- 
ily teach him that dimes 
make dollars, an important 
fact that it sometimes re- 
quires years to grasp. 

If he is ever to amount 
to anything he must learn 
to be thrifty and saving, for 
those who get rich from 
mining stocks and miracles 
are few indeed. 

From your own experi- 
ence you know he cannot 
begin too early in life, and 
it is your duty to educate 
him along these lines, as 
well as to send him to 
school. 


_ Come im and see us about 

it. They cost you nothing, 

and a duller will start his 

account. 

KNOXVILLE BANKING 
COMPANY, 

Gay St. and Virie Ave., 


Knoxville, Tenn. 
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ditor—Slow, sir—slow. I’ve gota 
good shotgun, but can’t get anybody to 
credit me for shot!—Atlanta Constitu- 
tion. 


HER MISAPPREHENSION.— 
Farmer Hornbeak (in the midst of his 
reading) —Well—heh! heh!—here’s a 
kind a funny advertisement in the 
Weekly Clarion: The landlady of the 
Occidental Hotel wants “a man to 
wash dishes and chambermaid.” 

Mrs. MHornbeak _ (virtuously)—The 
shameless critter!-—Puck, 


ADVERTISED GOODS.—Custom- 
er—Look here! I bought a bottle of 
your hair restorer last week, and all 
I’ve got for using it is a couple of 
large bumps on my head. 

Hairdresser—Good gracious! I must 
have given you a bottle of our bust 
developer in mistake!—Bagology. 


ON THE DARK PLUTONIAN 
SHORE.—The latest arrival had come 
aboard the ferryboat to cross the Styx. 
As he gazed about him, Charon, the 
grim ferryman, came by. 

“IT don’t see any advertising cards 
around,” he said to Charon. 

“No,’ smiled the ferryman, “adver- 
tisers dont seem to come in this direc- 

I guess they go somewhere 


Thereupon the latest arrival insisted 
upon going right back home.—Fame. 


GASTRONOMIC ITEM.—An Irish- 
woman, meeting a neighbor in Fleet 
street, was glad to see her friend 
wearing a happier face than usual. 

“Wnat do you think, Mrs, Grady? 
My husband has got a job.” 

‘I am delighted to hear you say so, 
and what is he doing?’ 

“Faith, he tells me he is feeding 
the press in a printing office.” 

eeding the press? Go on, now; 
why. Murphvw’s not been able to feed 
himself for the last two months. Feed- 
ing the nress, indeed. I’d teach him 
to bring the food home to his poor 
wife.”,—Scottish Typographical. 


THE USUAL “ENVELOPE.”—A 
Kansas editor mentioned that he some- 
times received a letter “with a ‘V’ in 
it’ after the paper has contained a 
painstaking wedding notice or obituary. 
“We sometimes receive envelopes on 
such occasions ourselves,” says the 
Herrington Sun. “They usually con- 
tain a note saying: ‘Enclosed find two 
cents postage, for which send us four 
copies which has the notice of our 
daughter’s wedding. We are sorry 
made such a mistake as to say “the 
bride was dressed in pink chiffon”; it 
wasn’t chiffon at all, it was tulle. 
Yours meee, etc.’ ’—Kansas 
City Star. 


PRINTERS’ INK, 
ALLEGED HUMOR. 


ONE THING LACKING.—Creditor 
bo mahdtchgns are collections these 


THE LATEST.—He: 
story worth reading? 

dne: Oh! it’s perfectly splendid. it 
describes all the heroine’s gowns, ard 
if you write to the editor he’ll send 
you a pattern and tell you where to 
get the material cheap.—Brownin..'s 
Magazine. 


Is this serial 


EUPHONIOUSLY PUT. — Com- 
menting on the Advertisements Regu- 
lating Bill the London Daily Graphic 
says henceforth hideous assaults upon 
the eye are to be debarred. Quite 
right. Assaults upon the eye, though 
usually decorative, are rarely if ever 
becoming, no matter how artistically 
executed.—_N. Y. Telegram. 


COULD DO BETTER WITH THE 
PLOW.—In_ his early days in the 
newspaper field a prominent Southern 
editor was visited by a Georgia farm- 
er, having his seventeen-year-old son 
in tow, and who,-upon entering the 
office, said: “I came ‘to git some in- 
formation, Editor.” 

“T shall be glad to afford you any 
that I can, was the polite response. 

“Well,” said the farmer, “this boy 
o’ mine wants to go into ‘the literary 
business, an’ I thought you would 
know if there was any money in it. 
It’s a good business, ain’t it?” 

“Well, yes, said the editor, after 
some little hesitation; “I’ve been in it 
myself for some years, and tf 

‘Whereupon the farmer eyed him 
from head to foot, glanced around the 
poorly-furnished office, surveyed the 
editor once more, arid then, turning 
to his son, said: “Come ‘long home, 
Tim, and git back to your plowin’.’ 
Everyoodys Magazine. 





THE USES OF ADVERTISEMENT. 
Striped Jersey: *?Allo, Bill, What 
are you now?” 
“Food for babies. What 


“Anti-fat.”—Pick- 


are 


Jersey: 





